942 


ae 


vertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, Ill., under the act of March 3, 1879. 


Yo!. 13 No. 29 


July 20, 1942 


10 Cents a Copy, $2 a Year 


Rough Proofs 


A male reader of the Ladies’) 
Home Journal writes the editor he’s | 
sure he’d make a good husband.) 
Maybe what he means is that he’s 
gure his wife would make him a 
good husband. 


. FF 


“How does a glamor girl stay that 
way?” asks the Florida Citrus Ex- 
change, right out of a clear sky. 
According to Hollywood and all 
other authorities except cosmetics 
advertisers, she doesn’t. 


a 


Gladys the beautiful receptionist | 
says she’d be willing to drive even | 
a bob-tailed nag these days, but she | 
hasn’t been able to find out how she| 
stands on priorities for horse-shoes. 


= 9 


“Go on the Camay mild-soap) 
diet,” is the rather startling sug- 
gestion of Procter & Gamble, who 
may be using this devious method 
of meeting the threatened Heinz 
competition. 

7, Vv FY 


They’re trying out the interest- 
ing idea of presenting art shows by 
television. But some of this modern 
art is a little too likely to knock the | 
receiving sets cock-eyed. 


7, iF .¥ 


The New Yorker is out with a 
program to require all government 


officials to write their own speeches. | 


What do they want to do, put the 
mimeograph machine operators out 
of a job? 

+ wl 


Of course Reader’s Digest didn’t 
plan that cigaret-test story as a 


circulation promotion, but even Mr. | 


Wallace probably doesn’t object to 
the swell use Old Gold has made 
of it. 


= = ¥ 


Philip Morris is still telling the 
readers of the Journal of the Ameri- 
can Medical Association that doctors 
find its product less irritating, but 
even medical men have been known 
to make a mistake once in a while. 


7, FF ¥ 


_ Arthur Murray's 
Odorono reports, 


terpsichoreans, 
“often dance ten 


miles a day without a moment's fear 
of disillusioning underarm odor or 
dampness.” 


Thirty-six holes of golf might be 
an even better try-out. 
. 2 
The maker of an advertised corn 
remedy guarantees to save sufferers 


untold misery, but most of the folks 
you know don’t hesitate to tell their 
friends all about it. 
v v v 
Tie poet expressed the melan- 
choly thought that every rose has 
its rn, but an insecticide adver- 


‘ser brings you up sharp with the| 


tion that your roses may be 
full of bugs. 
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Fresh Number Two is supposed to | 


make the lady’s escort especially 
interested. It may even result in 


'S yielding to 
*ecome Fresh Number One. 


v v v 
If vou have spurs that jingle, 
dangle. jingle, you're probably right 
nm line to take advantage of the 
a increasing demand for ad- 
ert 


ng rhymes. 
Copy Cus. 


the temptation to! 
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Four Camel Caravans... 
comple wad how for men in uniform 
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CAMELS ~ 
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Camel returns to large-size newspaper 
space with this full-page advertisement 
featuring the the “Comet Caravan." 


Camel Promotes 
‘Caravan’ Tours 
‘in Newspapers 


New York, July 16.—A compara- 
tive lull in intensive 
| promotion for Camel cigarets ended 
| this week when the R. J. Reynolds | 
Tobacco Company placed new 
1,200-line copy in its full national 
list to report on its “Camel Cara- 
van” service camps promotion. 


| 
| 
| 
| 
| 


menting “Some Fun,” “Some Show” 
and “Some Cigaret,” the copy re- 
ports that the four camp programs 
sponsored by Camels and Prince 
Albert smoking tobacco have played | 
|750 performances to more than a| 


PLUGS ROAD SHOW ”.. Vitamins Used, but 


Not Understood, 
Food Study Shows 


Comprehensive Survey 
of Eating Habits | 
Made by General Foods | 


By HAL BURNETT 


New York, July 16.—Vitamins | 
and nutrition have supplanted the 
“dieting spree” of the 30’s in the | 
minds of most housewives. 

Yet few meal-planners know w hy | 


| 


‘certain vitamins are important, or | 


| quarter-century. 


newspaper | 


| 


million soldiers, sailors, marines and | 


|coast guardsmen since the promo- 
tion was started in July 31, 1941. 

Richard Marvin, radio director of | 
William Esty & Co., initiated the 
“Camel Caravan” promotion last 
summer, reviving the name that had 
identified several of R. J. Reynolds’ 
earliest radio programs, for the first 
troupe, the “Grand Ole Opry” of 
WSM, Nashville, which toured 
Southern camps in “national de- 
fense” days. 

Each “Caravan” unit includes 
from 15 to 20 variety performers, all 
professionals, including such novel- 
ties as ping pong contestants and 
roller skaters. Free cigarets are 
distributed to the servicemen, and 
the master of ceremonies makes a 
few casual mentions of the sponsor, 
but display material is limited to 


the name “Camel Caravan” on the 
backdrop snd several jumbo pack- 
ages. 


Win Nathanson, vice-president of 
Tom Fizdale, Inc., publicity agency, 
supervises the road show tours. 
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|made public, 
lon 
With three men in uniform com-| leased this week by the consumer 


in what foods they find them. 


At least one member of every, - 
other urban family is taking vita-| * 


min concentrates 
or a box.” 

Yet 70 per cent “don’t know” the | 
functions of Vitamin A, 71 per cent | 
does not know what Vitamin C does, | 
and only 18 per cent has 
idea” of the functions of Vitamin | 
_D—despite tremendous consumption 
‘of cod liver oil during the past 


“out of a bottle | 


And spinach—so frequently ma- 
ligned by cartoonists and be 
—is really a popular vegetable! 


Studied 3,000 Families 


These are just a few of the inter- | 
esting and significant observations | 
included in one of the most com- | 
prehensive studies on foods ever 
the National Surve 
Nutritional Information, re- 


~< 


service department of the General 
Foods Corporation. 

The survey was made by Benton 
& Bowles investigators and those of 
the Hooper-Holmes research organi- 
\zation, with 2,979 personal inter- 
views distributed in a nationwide | 
urban and rural cross-section be- 
i'tween Dec. 1 and April 17—before 
the Federal Security Administra- 
tion’s “National Nutrition Drive” 
gained headway. 

Most important finding of the 
study, according to Clarence 
Francis, president of General Foods, 
is that America is still the best-fed 
country in the world, although no 
civilian class, as a whole, is eating 
as wisely as it should, or as nutri- 
tiously as it can. 

“This holds true whether the 
group of persons under considera- 
tion is in the high, medium, or low 
income level, or whether it lives in 
urban communities, in small towns, 
or on farms,” the study reports. 
“Of all groups in our 134,000,000 
population, the U. S. armed forces 
are among the very few getting 
meals wholly adequate nutritionally 
and wide in variety—superior, in 
fact, to what two-thirds of all 
civilians eat.” 

(Continued on Page 41) 
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Shrinking Civil Economy 


Reviewed by 


BRINGING IT HOME 


_ Joe Allen couldnt see any connection 


between his tires and the war ! 
ba a7 
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New copy for B. F. Goodrich Company 

brings the subject of tire conservation 

down to individual cases and points the 

individual hazards of recklessness in tire 
use. (Story on Page 8.) 


P&G Schedules New 
Teel Campaign On 


Abrasive Damage 


Copy Will Be Much 
Softer Than Ads That 


Stirred Furore 


New York, July 16.—A new cam- 
paign for Teel liquid dentifrice, 
marking a resumption of the com- 
petitive theme that caused such a 
rumpus in advertising circles last 
year, will be undertaken by Procter 
& Gamble Company this fall, 
learned here today. 
which will break 
magazines and in 
late September, 
Biow 
direction of 
weeks ago. 

While adhering to the basic story 
that abrasives in other dentifrices 
cause serious harm to teeth, forth- 
coming Teel advertising will be con- 
siderably softer in tone than last 
year, when a number of publica- 
tions refused to accept the hard- 
hitting copy which bore the head- 
line, “Of 8 Leading Dentifrices 
Tested, Liquid Dentifrice Alone 
Avoids This Injury to Teeth.” The 
copy underwent several revisions 

(Continued on Page 39) 


The new copy, 
first in weekly 


will be directed by 
Company, which assumed 
the account a_ few 


Last Minute News Flashes 
Fairy Soap to Get Bigger Push in Newspapers 


New York, July 17.—Resumption 


of newspaper schedules for Fairy 


soap today indicated a 1942 appropriation several times greater than last 


year’s estimated expenditure of $50,000, 


for tests in a few markets. 


weekly in smaller sizes. 


agency. 


Batten, 


Beginning with 400-line 
cities throughout the country, Fairy soap ads will hereafter 
Barton, 


Brothers 
insertions in major 
appear twice 
the 


used chiefly by Lever 


Durstine & Osborn is 


Burlington Mills Readies First Big Consumer Drive 


New York, July 17.—Burlington Mills Corporation of New York will) prising this industry are expected 


inaugurate its first sustained consumer advertising drive starting in Sep-| to 
Copy emphasizing the importance of the company's new 


tember. 


“Bur- 


Mill” trademark will appear in several women’s magazines. J. M. Mathes, 


Inc., is the agency. 


it was} 


ie 
newspapers in 


WPB Study 


Enormous Marketing 
Changes Mirrored 
in Curtailments 


Washington, D. C., July 17.— 
| Although business men from one 
‘end of the country to the other have 
idaily come face to face with the 
| grim facts of war’s impact on the 
production and marketing of con- 
|sumer goods, a survey of orders 
| issued by the War Production Board 
during the first six months of 1942 
today offered a vivid picture of the 
dislocations which have taken place 
‘since Pearl Harbor. 

Chief casualties listed by the 
/WPB are hundreds of household 
items once considered essentials, 
which have already been taken off 
the production lines and which will 
become more and more precious 
when present inventories are gone. 
/These products were manufactured 
in 28,000 plants located throughout 
the land, employing approximately 
1,500,000 workers. The factory sales 

value of civilian goods manufac- 
tured in these plants during 1941 is 
estimated at  $3,800,000,000. No 
accurate figures are available as to 
the promotional expenditures rep- 
resented by such commodities, but 
/ based on data at hand, the classi- 
| fications involved last yéar invested 
jat least $25,000,000 in national 
ladvertising in newspapers, maga- 
zines, network radio and _ farm 
papers. 


Many Lines Dead 


As a result of the cessation of 
production of consumer goods, sev- 
eral million tons annually of steel, 
copper, brass, aluminum, rubber, 
plastics and other materials are 
being transformed into sinews of 
war. In most cases the factories 
that formerly used these precious 
materials for refrigerators, radios, 
washing machines and the like are 
using the same materials, the same 
tools and the same workers to make 
guns, airplane parts, tank parts and 
other weapons of war, the WPB 
pointed out. 

Civilian production of the follow- 
ing goods has been stopped: electri- 
cal appliances, domestic oil burners, 
mechanical refrigerators, domestic 
washing machines and ironers, elec- 
tric ranges, most non-electric cook- 


ing ranges and heaters, electric 
fans, metal household furniture, 
radios, sewing machines, vacuum 


musical in- 
fishing tackle 


cleaners, lawn mowers, 
struments, golf clubs, 
and outboard motors. 

Production of an equally long list 
of everyday household articles has 
been sharply cut, the WPB said, 
with “all but the most essential of 
them due to go out of production 
entirely as soon as fabricated parts 
have been used up.” 


Highlights Summarized 


The status of some fields affected 
is summarized briefly in the follow- 
ing highlights taken from the WPB 
report: 

Heading the list of industries 
affected is the domestic mechanical 
refrigerator field, whose products 
last year had a factory sales value 
of $280,000,000. Production stopped 
April 30. The 20 companies com- 


handle war contracts running 
between $500,000,000 and $750,000,- 
000 annually, and the peacetime 
ex- 


roster of 36,000 employes is 
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pected to reach 70,000 by April. 

Domestic oil burners: Production 
stopped May 31. Volume last year 
was $40,000,000. About 60 per cent 
of the industry has been converted 
to war production. 

Domestic washing machines and 
ironers: Larger companies ceased 
production April 15, smaller compa- 
nies May 15. Business last year 
totaled $100,000,000; war contracts 
already in hand, $150,000,000. 

Small electrical appliances: Pro- 
duction stopped May 31. Sales 
volume last year was $75,000,000. 
Fifty per cent of industry converted, 
handling $68,000,000 in orders. 
When fully converted, 18,000 will be 
employed, against 11,500 last year. 

Electric ranges: Production 
ceased May 31, with some small 
companies granted extension to 
June 30. Volume last year, $49,- 
000,000. War contracts already on 
hand, $60,000,000. 


Electric fans: Production stopped | 


May 31. Volume in 1941, $10,000,- 
000. An estimated 80 per cent of | 


industry’s capacity will be converted | 


to war work. 

Radios: Production ceased April 
22, although several appeals were 
granted which extended the date. 
Volume last year, $240,000,000. 
About 95 per cent of industry’s 55 
manufacturers expected to handle 


war orders totaling twice normed |/ 


civilian production. 
Sign Industry Hit 


One of the largest fields hit was 
the metal sign industry, whose pro- 
duction ended June 30. Sales vol- 


ume last year was $125,000,000, but | 


only about 5 per cent of the indus- 
try has thus far been able to take 
on war orders. 

Other product groups listed in 
the WPB summary as having ceased 
production were: fishing tackle, 
1941 sales volume $12,000,000; golf 
clubs, $10,000,000; metal household 
furniture, $50,000,000; lawn mowers, 
$5,500,000; musical instruments, 
$57,000,000; outboard motors, $10,- 
000,000; toys, $115,000,000; vacuum 
cleaners, $60,000,000; vending and 
amusement machines, $100,000,000. 

Industries which have been or- 
dered to curtail their prduction 
sharply during the past six months 
include baby carriages; bedding 
and mattresses; bicycles; casket and 
burial vaults; cutlery; domestic 
cooking ranges and stoves, coal 
stokers, hot water heaters; ice 
refrigerators; fountain pens and | 


mechanical pencils; hair pins and} 
. ° | 
bob pins; incandescent and fluores-| 


cent light bulbs; jewelry; kitchen | 
and household utensils; portable 


and blades; sewing machines. 


"Mass Consumption’ 
ls Offered as 


Post-War Panacea 


N. Y. Real Estate 
Man Would Scrap 
Distribution Set-up 


By IRWIN ROBINSON 


New York, July 15.—In an office | 
high up on mire avenue, 
rertising | 

|ious t oread the 
’ plans are being hatched these | sous 80 of 
days ‘for a post-war economic order | 


that would—on paper, ho least—as- | 


of | tion is not an 
peaceful pursuits, preserve our free | overnight entry 
way of life, double the output and|trotted out by 
sales of every manufacturer in the | Mr. Purdy as a @ 
country, bring employment to any- 
body who wants to work, cut all) great Post - War 
prices in half and provide consum-| Planning Sweep- 
ers with a standard of living hither- 
to unattainable. 


“mass consumption.” 
electric lamps and shades; razors| Frederick A. Purdy, engineer, ac- 
, efficiency ex-| 
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@I1 have sat in many a business conference and won- 
dered why 12 men in a room should so often add up 


dumber than any one of the 12. 


I hate most conferences. 


So I was just the man for the Hammermill Paper 
Company to come to for help in writing a booklet, 


“How to Harness a Conference.” 


They already had most of the answers; what they 
wanted from me mostly was some emotional dressing 


and some literary salt and pepper. 


Hammermill has developed, among other things, some 
smart ideas for printed forms which help keep a con- 
ference on the beam, get it down to brass tacks, and 
nail its results. Forms that cover every detail of a 
meeting: the date .. . who was present . . . what was 
decided . . . who is to do what, and when .. . who is to 


follow through. 


If you'll read my booklet, and study the Hammermill 
forms, I believe fewer of your conferences will result in 
just a lot of aimless doodling and the accumulation of a 


pile of cigar and cigarette butts. 


Hammermill Paper Co., Erie, Pa. 


Please mail me, free, a copy of Don Herold’s booklet, 


HARNESS A CONFERENCE.” 


Name 
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“HOW TO 


| pert and principal in the real estate | 


company, Herbert McLean Purdy 
Management Corporation. 

His Mass Consumption Corpora- | 
| tion has just been chartered by New | 
| York State as a non-profit corpora- 
tion, and an attempt is now being 
made to line up the support of the 
nation’s leading industrialists. 
| 


Wrote Book on Subject 


Mr. Purdy is a tall, slender, gray- 
haired man of perhaps 60. He is a 
| gracious host, eager to answer ques- 
tions about mass consumption. He 
speaks quietly, but with the fervor 
of a man _ who 
possesses the in- 
sight to a great 
truth and is anx- 


| gospel to the un- 


initiated. 
Mass consump- 


‘long shot in the ca 


Frederick Purdy 


stakes. In 1937 


| he published a book on the subject. | 
This millennium bears the name| The foreword, written by Roger 

Its creator is| Babson, asserted that “Mass_ 
| consumption relies upon and coordi- 


nates with our established struc- 


| tures and principles. . . . Mass con- 


ae _ 


be released for delivery unti! 


at 
\least half the purchase price wa, 
| put aside, and deliveries would go 
direct from manufacturer to con. 


sumer. 

To some degree this procedure 
would parallel mail order buy, 
and Mr. Purdy’s discussion ot 
program reflects an obvious sy)p- 
pathy for this merchandising tech. 
nique. The consumer’s merchar } 
catalog, however, would co; 
only bare specification figures. Par. 
ticipating manufacturers would be 
urged to use display adverti 1g, 
either individually or cooperatiy ely. 
to present style, color and sin lar 
appeals. 

The proponent of mass consu: \p- 
tion admits that his plan sounds ‘he 
death knell for distribution as we 
know it today. “That some store- 
keepers and others in selling work 
will be displaced in the end is a <it- 
uation that has to be faced,” he says, 
“It corresponds to the displacement 
of workmen by machinery, for the 
good of the many, and for the uiti- 
mate good of the workmen in get- 
ting products at lower prices. 


Swan Song for Dealers 


“In the growth of the system, 
stores of certain kinds would be 
affected—those dealing in foods, 


| wearing apparel and home equip- 


ment. Their owners would eventu- 


sumption brings forward individual | ally get into production.” 


planning as an alternative to na- 


tional planning. National planning 
inevitably leads to fascism; individ- 


| ual action strengthens the fibres of 
| democracy. . . . The idea is sound. 


Its economics are possible of realiza- 
tion.” 

Last February Mr. Purdy released 
a 32-page pamphlet stressing the 
applicability of mass consumption 
as a bridge between war and peace. 
And a few weeks ago he re-worked 
the pamphlet into a four-page sum- 
mary which was dispatched as a 
test mailing to about 1,000 manu- 
facturers throughout the country. 

Mr. Purdy refers to mass con- 
sumption as a means of establishing, 
for the first time, “an orderly con- 
comitance between production and 
consumption. It provides a program 
on which the producer and the con- 
sumer get together, in which the 
consumer, without money in hand, 
enables the producer to go _ into 
process on firm orders to be paid 
for by money earned while the pro- 
duction is under way. 


Hits ‘Forlorn Economy’ 


“It has been a forlorn economy 
that has had to look to the rank and 
file of the impecunious consuming 
public to start off an era of pros- 
perity by invading the stores with 
empty pockets. Yet this mass of 
consumers has something negotiable 


|—the ability to work, the power to 
| produce. Mass consumption trans- 
| lates that power into buying.” 


“It employs producing power to 
liberate the purchasing power 
through which good business may 
be sustained.” 

Mr. Purdy levels his biggest guns 
on our distribution system. Distri- 
bution is the art of “pushing” goods 

producer initiative, he points out, 
costing the consumer “well over 60 
cents of his average dollar.” Mass 
consumption, on the other hand, is 
the art of “pulling” goods—con- 
sumer initiative. Under the Purdy 


| plan distribution would cost the 
| consumer “less than one cent of his 


average dollar.” The lure of “halved 
prices” would stem largely from 
this enormous distribution economy. 


How the Plan Works 


Mass consumption would swing 
into action something like this: 

Consumers would be given expert 
guidance in budgeting their pur- 
chases for the future. By means of 
a payroll deduction plan or instal- 
ment payments, consumers would 
begin to put aside funds for antici- 
pated needs. Mass consumption 
headquarters would keep records of 
goods requisitioned and producers 
would submit bids, based on quan- 
tities and varieties of merchandise 
needed. A Consumer's Guide would 
list specifications and consumers 
would indicate their requirements 
accordingly. No merchandise would 


According to Mr. Purdy, his ini- 
tial test mailing of 1,000 folders ad- 
dressed to manufacturers, summar- 
izing the mass consumption story 
and inviting listings in the Consum- 
er’s Guide, drew a five per cent re- 
sponse. He is currently trying to 
raise an initial fund of $600,000 to 
finance operations for the first four 
months. 

During the first year the goal is 
6,000,000 “gainfully employed re- 
quisitioners.” This number would, 
“at halved prices, buy a volume of 
goods equivalent in present practice 
to that of 12,000,000 gainfully em- 
ployed,” Mr. Purdy estimates. Since 
there are normally 48,000,000 gain- 
fully employed in the United States, 
the mass consumption enrollment 
would affect 25 per cent of the na- 
tional economy. 

At the outset the plan calls for a 
fee of $1 per consumer, and $1 per 
listing per manufacturer, with a $5 
payment covering all listings in 
excess of four. 


Suggests $330,000 Ad Budget 


In stimulating consumer interest 
in mass consumption, Mr. Purdy 
would undertake a_ promotional 
campaign, with radio as the basic 
medium. He stresses, however, the 
“utilization of the less expensive 
methods of reaching consumers 
news releases through the papers, 
magazine articles, women’s clubs, 
and radio debates.’ Advertising ex- 
penditure for the first year is listed 
in the budget as $330,000, in addi- 
tion to which personnel overhead 
would include a promotion mana- 
ger at $10,000, and eight assistants, 
salaries totaling $21,000. 
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SEPTEMBER ISSUE 
IN OUR HISTORY! 


ADVERTISING REVENUE 237, OVER LAST SEPTEMBER 
9154,.000 TOTAL 


167% GAIN IN REVENUE, FIRST NINE MONTHS OF 1942 


Young... Beauty-conscious . . . 


$1,258.000 TOTAL 


These times call for periodic reports on progress: this adver- 

ising medium is making progress for hard, factual “reasons 
why,” which make sense to hard-headed advertisers. 

7. We concentrate among younger women. receptive younger women 

now forming lifetime habit patterns. eager for the better way .. . 


young, beauty-conscious women... younger married women, buy- 


ing for expanding homes and growing families. 


2. Our kind of people are making more money these days . . . enjoy 


extra buying power... and employ it. 


* ’ . 
eB. More coverage for ad dollars. The Group buy offers more circula- 
tion for the money and our Group bonus further amplifies adver- 


tising dollar coverage in this reader group. 


Bonus circulation in all 5 books 


Ist half 1942 
ware" MACFADDEN rt hl of 1942s 267332, « bona ove 
WOMENS the guarantee of 423,329, or 19%. 
GROUP 


TRUE ROMANCES e TRUE EXPERIENCES e TRUE LOVE e RADIO MIRROR 


e PHOTOPLAY 
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Buys Building Publications Pabst Expands Promotion | 


Buildings and Building Manage- 
ment and National Real Estate Jour- 
nal, for many years published by | 
Porter-Langtry Company and Por- 
ter-Bede-Langtry Corporation, Chi- | 


cago, have been purchased by 
French Stamats Company, Cedar 
Rapids, Ia., publisher. The new 


owners will maintain offices in the 
Board of Trade building, Chicago, 
and will take over beginning with 


the August issues. Editorial and ad-| 
vertising policies and personnel will | 


remain the same. 


Clissold Adds Title 

Paul E. Clissold, vice-president of | 
Bakers’ Helper, Chicago, has also 
been named managing editor. 
Clissold has been acting as manag- 
ing editor for some time, 
assumes the title his father used. 


and now} 


Lord & Thomas has announced | 
that Pabst Sales Company is ex- 
panding its activities in the New 
| York Jewish market by sponsoring 
|a new quarter-hour program over 
|Station WEVD, “Jewish Festivals | 
and Other Jolly Functions,” to be| 
broadcast Thursdays at 8 p.m. The) 
program is produced and directed | 
by Joseph Jacobs Jewish Market 
Organization. 


Harris to Blue 


Constance Harris, formerly statis- 
‘tician with the Providence Journal- 
Bulletin, has been appointed statis- | 


Mr./|tician of the Blue Network, New 


York. Miss Harris succeeds Howard 
Selger, who resigned to enter the 
Army. 


Did Not Disparage 
Advertsing at 
Hearing, Says Fly 


[Editor’s Note: An editorial in the 
July 13 issue of ADVERTISING AGE, 
quoting a transcript of testimony be- 
fore a Congressional committee by 
James L. Fly, chairman of the Fed- 
eral Communications Commission, 
has evoked a denial by Chairman 
Fly. The reference to advertising 
| which was quoted in the editorial 
was reported by several observers, 
as well as in the transcript men- 
| tioned, but ADVERTISING AGE is glad 


to present Chairman Fly’s version 
of the incident. His statement fol-| 


_lows.] 


By JAMES L, FLY 


The charge was made in the last | 


issue that I recently made a dis- 
paraging remark about radio adver- 
tising in testimony before a Con- 
gressional committee. The charge 
is as unjustified as it is silly. The 
basis relied upon is part of a col- 
loquy as reported in the uncorrected 
transcript: 

“Mr. McGranery: Speaking about 
advertising, is there any difference 
in the standards of advertising be- 
tween these networks?” 

“Commissioner Fly: I do not know. 
Nobody listens to advertising ex- 
cept the people that are doing it, 
sir. I would not want to say.” 


NIGHT SHIFT ...ON THE 


From the farms of Agricultural America as well as 


from the chimneys of industry comes Democracy’s 


answer to the dictators. 


The farmer is working harder than ever before 


And longer hours. 


With good prices and a steady 


demand for his products, he stands alongside of 


Uncle Sam as one 


And 


of your best customers. 


the farmer will be a good customer for years after 


ucts, Household Goods, 
also General Data. 


Square, Phila., Pa. 


FARM BUYING HABITS REVEALED 


We have available a limited supply of Cross Country Inventory 
books, giving the results of an exhaustive study of farm family 
purchases in six fields—Food Products, Automotive, Baby Prod- 


Copies free on request to your nearest 
FARM JOURNAL office, 


Cosmetics and Drugs, Farm Implements; 


or write Farm Journal, Washington 


” 


the war. 


FARM 


He's brand-conscious. And _ brand-loyal. 


He stays with a product that pleases him. He offers 


you a prosperous present—and the chance to found 


a firm future. 


FARM JOURNAL is written for and read by more 


farmers than any other magazine in America. Isn’t 


it obvious that the pages of this largest of all rural 


magazines are the logical place to sell your product 


to the prosperous millions of Rural America? 


FARM 
JOURNAL 


Graham Patterson, Publisher 
WASHINGTON SQUARE, PHILADELPHIA 


OVER 2,600,000 ....OVERWHELMINGLY AMERICA’S LARGEST RURAL MAGAZINE 


— oti a 


I did not make the statement, ang 
I cannot but express surprise that 
the quotation was taken to be ac. 
curate and used as the foundation of 
a serious editorial without any check 
with my office. The quotation itso}, 
is nonsensical. Of course, nearly 


everybody listens and everyiudy 
knows that. Equally nonsensica! js 
any idea that the advertisers jo. 


while others do not, listen to the 
advertising. Within itself, therefore. 
the statement attributed to me, ing 
therefore the charge based upon it, 
is patently fallacious. 

But the charge is the more jin- 
warranted because the statement as 
reported is plainly a misquotati»n. 
What I said was: “I do not know. 
Nobody analyzes advertising excopt 
the people that are doing it, sir. | 
would not want to say. “Even a cur- 
sory reading of the next succeed ing 
lines make it all too apparent that 
I was carefully delineating the 
Commission’s functions. Note ‘he 
remarks immediately following: 

“Mr. McGranery: I am speaking 
now of standards. 

“Commissioner Fly: Standards. 

“Mr. McGranery: Not the adver- 
tising. 

“Commissioner Fly: I do-not know, 
I do not think I would want to com- 
ment on that. I doubt if I am 
qualified to say who has the best 
advertising. . . In general it is really 
not my function to criticize. . . And 
I prefer not to do it, sir.” 

I am content to let this wholly 
unnecessary matter rest there. 


Wernecke Named Sales 


7 s s ’ 
Manager of ‘Provisioner 

Harvey W. Wernecke has been 
appointed sales manager of National 
Provisioner, business paper of the 
meat packing and allied industries. 
For the past three years, Mr. Wer- 
necke has been Eastern manager of 
the publication. He joined National 
Provisioner in 1936 as Western rep- 
resentative and was in charge of 
the paper’s Cleveland office before 
assuming charge of the New York 
territory. His future headquarters 
will be at Chicago. 

Previous to joining National Pro- 
visioner, Mr. Wernecke was with 
General Plastics and McGraw - Hill 
Publishing Company. H. Smith 


Wallace, formerly Western repre- 
sentative of the publication, has 
|been transferred to New York to 
succeed Mr. Wernecke in charge of 
‘the Eastern territory. 


NBC Shifts Personnel 


| R.N. Newbauer, formerly cashier, 
has joined the local and spot sales 
department of NBC’s Central di- 
vision, as a salesman. B. F. Fred- 
endall, New York audio facilities 
engineer, has been transferred to 
the NBC Chicago division as trans- 
mission engineer, succeeding P. J. 
Moore, now on leave for service in 
the Army. Myron Golden, formerly 
continuity editor of Station WWJ. 
Detroit, has joined the NBC Central 
division continuity department as a 
staff writer. He succeeds Jack Mit- 
chell, who has been granted a leave 
of absence to write “Tent Show To- 
night,” new NBC Friday night show. 


ABC to Meet Oct. 15 


The 29th annual meeting of Audit 
|Bureau of Circulations will be held 
'at the Palmer House, Chicago, (ct 
15. The meeting has been short- 
lfened to one day to cut the time 
inecessary for attendance, and con- 
fine transportation to the middle of 
the week, as recommended by the 
| government. 


Adds Three Directors 


Three directors have been added 
|to the board of Chef Boy-Ar-Dee 
| Quality Foods. They are Charles 5 
Shuman, executive vice - president 
of First National Bank, Sunbury, 
Pa.; M. E. Weiner, vice-president 19 
| charge of sales of Chef Boy-Ar-Dee 
Quality Foods; and William T 
| Windsor, attorney-at-law and 45- 
sistant district attorney, Milton. P2 


Gets Lacquer Account 


Egyptian Lacquer Mfg. Company: 
New York, has appointed Le- 
Stockman, Inc., New York, to direc! 
|} advertising for its industria! 

ishes. 


| To ‘Congratulations’ 


Virginia Siewert has bee! af 
pointed Chicago representative “ 
Congratulations, New York. 


© tein, 


P.- 
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ADVERTISING AGE 


V7" 


MILITARY 
CIVIL 


COMMERCIAL 
AVIATION 


FIRST ISSUE NOVEMBER 
1942 
ON SALE OCTOBER FIFTH 


PRICE TWENTY-FIVE CENTS 


CIRCULATION GUARANTEE 
75,000 


he proper interpretation of aviation has never been 
more neccessary, because never before has it meant so 
much to so many people. To provide a vehicle that will 
reflect aviation in its true light we announce the publication of 


The present and future progress of aviation, depends on three factors: 


MANUFACTURE 
OPERATION 
PUBLIC OPINION 


Manufacture and operation are those tangible factors that can be com- 
pared to the body of the industry, but public opinion is the heart of the 
industry, without which the body could not exist. 


SKYWAYS will be a quality magazine of general distribution. 


SKYWAYS will appeal to those actively engaged in aviation and also 


to those who have an active interest in aviation. 


SKYWAYS will be interesting and authoritative, its editorial policy 


guided by experts in every branch of aviation. 


SKYWAYS will cover military, civilian and commercial aviation. Its edi- 


torial eyes will be focused sharply on the post-war market. 


SKYWAYS will have an excellence of presentation in line with quality 
magazines published in other fields and will be printed on high-grade 
coated paper by one of the country's finest printers. The front covers 


will be works of art using original paintings by the finest artists. 


Our ultimate victory will establish control of the skyways for the peace 


and security of all people —for the development of aviation on the 


ARE THE HIGHWAYS OF THE WORLD peaceful highways of tomorrow. To this end we dedicate SKYWAYS. 


J. FRED HENRY Publisher and Editor 
DOUGLAS B. MciINTOSH, General Manager 
HENDRY LARS BART Managing Editor 


HENRY PUBLISHING CO- 


30 ROCKEFELLER PLAZA = NEW YORK CITY 
West Coast Office * 5601 Century Boulevard, Los Angeles, California 
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ADVERTISING AGE 


J-W-T Steps in 


Trade Speculates 


New York, July 16.—J. Walter 
Thompson Company's radio depart- 
ment was this week preparing radio 


commercials for three Standard 
Brands products hitherto placed 
through Sherman K. Ellis & Co., 
while Madison avenue _ gossips 


entered a guessing derby as to the 
eventual disposition of various com- 
ponents of the $4,000,000 account. 
The three products involved are 
Royal gelatin desserts, Royal pud- 
dings, and Royal baking powder. 
The radio program “One Man’s 
Family,” was sponsored on 70 NBC 
stations by Standard Brands’ Ten- 


derleaf tea until the expiration of | 


a 26-week contract cycle on June 
28. “One Man’s Family,” with a 
current CAB rating of 15.9, is one 
of the top-ranking half-hour pro- 
grams on NBC, and the 8:30-9 p. m., 
EWT, spot it holds _ following 
Charlie McCarthy on Sunday eve- 
nings is considered one of the best 
in the entire week. 


Anxious to retain “One Man’s 


Family,’ and the valuable Sunday | Ad Campaign Planned 


evening spot, Standard Brands as- 
signed the show and time to the 


| Royal products “for the time being.” | 


fo Royal Account; 


J. Walter Thompson, following its 
historic policy, would not release 
program talent to another agency, 
and a last-minute decision found 
“One Man’s Family” sponsored by 
Royal, and still directed by J-W-T. 

Neither the Ellis nor the Thomp- 
son agencies would comment, while 
D. B. Stetler, advertising manager 
of Standard Brands, said: “Frankly, 
we don’t know yet what our future 
advertising plans are as to the 
Royal products, or the agencies. 
Thompson is, for the time being, 
handling ‘One Man’s Family’ for 
Royal.” 

The Royal products spent an esti- 
mated $800,000 in magazines and 
newspapers last year through Ellis. 

J-W-T throughout the _ thirties 
maintained close control over talent 
such as Edger Bergen, Bob Burns 
and the late Joe Penner, developed 


on the Rudy Vallee and Bing Crosby | 


programs. When the Wm. Wrigley, 
Jr., Company attempted to purchase 


Gene Autry through Republic pic-| 
tures in 1939, it was discovered that} 


Autry was under exclusive contract 


to J-W-T. Thompson received the |);. 


Autry “Melody Ranch” portion of 
the Wrigley account on CBS, which 
it still retains. 


for Columbia Movie 

Columbia Pictures has laid out a 
national magazine and newspaper 
campaign to introduce its forthcom- 
ing production, “The Talk of the 
Town” starring Cary Grant, Jean 
Arthur and Ronald Colman. _Inser- 
tion dates are staggered, the first 
appearing on July 25, and others 
each week until Sept. 4. 


In all, 25 magazines will be used, 
including American Magazine, | 


Charm, Collier’s, Cosmopolitan, 


| Ladies’ Home Journal, Liberty. Life, | 


Look, Redbook, Woman’s Home 


Companion and several movie pub- | 


lications. 


D’Arcy Adds Account 


Jennison-Wright Corporation, To- 
ledo, O., maker of Kreolite wood 
block flooring, railroad ties, and 
bridge and structural timbers, has 
appointed D’Arcy Advertising Com- 
pany, St. Louis, as its agency effec- 
tive with September issues. Maga- 
zines which will carry Kreolite 
advertisements are Engineering 
News-Record, Fortune and Nation’s 
Business. 


Smythe to ‘Interiors’ 


J. Herbert Smythe, Jr., co-pub- 
her of Lamp Journal, has been 
appointed merchandising and pro- 
motion manager of Interiors, New 
York. 


in 
Detroit 


for 


gan) 


that should 


le ea as we 


proaching the “dog days” season, 
the no - business - during - July - and - 


August time, of ancient memory. 


We are happy, however. to record 


that “dog days” in Detroit are out for 


the duration. 


As of the present moment, 975,000 
people are gainfully employed here. 


The average weekly wage (in Michi- 


is probably 


are ap- 


summer 


goods or service... 


opportunity 


In keeping with 
Free 
June was 357,134, an increase of 23.- 


1560 over June 


industrial workers was 


$54.87 during May. Before Labor Day, 
more than a million men and women 
will be working top speed in Detroit 
—~Demdératy’s Arsenal, There will be 


“dog days” 7 


“model changes?” in 


because of 
1942. 


any 


If you have anything to sell, either 


if you have any 


kind of a story about your business 


be told publicly, Detroit 


the best spot in America 


in which to tell it. in terms of market 


Detroit's onward 


Press cireulation for 


1941. Never before 


have we sold so many newspapers: 


neve 


power, 


before has Detroit offered so 


many millions of dollars in buying 


Che Detroit Free Press 


Story. Brooks & Finley, Inc. Natl. Representatives 


NBC Plans Full 
Network Reward, 
9 Use CBS Plan 


Mutual Expands 
Cooperative Sales, 
Program Setup 


New York, July 


|}use full coast-to-coast networks 
C. Witmer, vice-president in charge 


of sales of National Broadcasting 


comparatively low cost.” 
CBS, the Blue Network and Mu- 


that reward advertisers who pur- 
chase every affiliated station. Co- 


discount (reported 
AGE June 15) became effective to- 


lumbia’s 15 per cent “full network” | at the present time. 


in ADVERTISING | 


Company, announced that NBC is) 


developing a plan for full-network | and regional sponsors sponsor m1 
broadcasts of commercial shows “at work programs in their own te: 


| 


| 


tual all have special discount plans /| local station. 


day, with sponsors of 13 CBS pro- | 


grams taking advantage of the plan. 
In a letter advising advertisers 
and agencies of NBC’s intentions, 


Mr. Witmer cited the increasing im- | 


portance of providing wartime ra- 
dio service to isolated and remote 
sections of the country. 


| ican 


No Penalties 


“Many of our advertisers,’ he 
said, “are already sending their fine 
programs to these smaller commu- 
nities, but we now hope to devise 
an equitable means of making it/| 
possible for virtually every Amer- | 
radio home, regardless of its 


many more of these programs. 
“No penalty,” he continued, “will | 
be imposed on advertisers not using | 


the full NBC network under the | plans and the 


projected plan.” 

CBS, in announcing its “full net- 
work discount’ reduced weekly 
“station-hour” discounts by five per 
cent, in effect adding six per cent | 
to the net cost of many of those | 
advertisers who will not elect to 
expand their coverage nationally. 

CBS Affiliates Gain 


| 


| affiliates less 


July 20, 1942 


a 


plan, discussed at the recent direc. 
tors’ meeting in Chicago, is ex. 
pected to be announced shortly 

Ed Wood, Jr., sales manager of 
MBS, today revealed that coope 
tive programs had accounted for 
half a million dollars of the net 
work’s billing in 1941 in announce. 
ing the creation of a new coopera. 
tive sales service department. In 
Pontius in Chicago and Jihn 
Mitchell in New York will de\ ite 
their entire time to servicing | dq 
selling the 21 Mutual Network p:o- 
grams that have been made ay): |}- 


_, |able for cooperative sponsors! p. 

, 15—Radio’s | “Co-op” programs include Ful‘on 
drive to encourage advertisers to) Lewis 
, 


Jr., “Superman,” Boke 


Carter, “Adventures of Bull og 


became unanimous today when Roy | prummond,” and “The Shadow 


Announcements Cut In 
Under the cooperative plan loa] 


tories, receiving their identificat: on 
in announcements “cut in” by ‘ne 
Fulton Lewis, : 
Mutual's Washington analyst, has 
more than 50 individual sponsvrs 


Blue has opened four prograns, 
mostly news strips, to cooperative 
sponsorship. Columbia and NIC 
both discourage cooperative pro- 
grams, although NBC has perm '- 
ted Leo Burnett Company to sell 
H. V. Kaltenborn to Lumberman’s 
Mutual Insurance Company on se. - 
eral New York state stations not ii- 
cluded in the analyst’s Pure (il 
Company network. Both advertis- 
ers are Burnett accounts. 

Columbia sold a half hour eve- 


|ning program to a group of local 


banks on a cooperative basis in 
1935, and attempted to secure co- 
operative sponsors for the Ney 


< 


| York Philharmonic Symphony So- 


ciety concerts several years later, 


| location, to hear and be served by | put has not offered any program for 
‘sale in 


individual cities in recent 
years. 
Both the full network discount 


cooperative plans 


‘have been developed primarily to 


increase the revenue of the smalle: 
affiliated stations, thus offering the 
incentive for switch- 


|ing to a competing network. 


Iowa Dairy Commission 


Continues Promotion 
Iowa Dairy Industry Commission 


Surveying the results of its first| has approved the continuation of its 


major rate card change in 


three | three-point program for the promo- 


years, Dr. Frank Stanton, research |tion of dairy products, including 
director of CBS, today pointed out | Participation in the national cam- 


that 74 individual CBS affiliates 
have gained 1811/6 station hours 
under the new plan, roughly two 
and one-half hours of additional 
network advertisers per station, 


| most of it in the higher priced eve- 


ning hours. 


| 
| 
} 


Seven advertisers, using 17 sepa- | 


rate program periods have increased 
their station use, Dr. Stanton re- 
ported. They are Armstrong Cork 
Company, Coca-Cola Company, Lig- 


paign of dairy product advertising 
through the American Dairy As- 
sociation; educational program in 
Iowa conducted in cooperation with 
National Dairy Council; Iowa mer- 
chandising program for the coming 
year, in which Iowa newspapers wi!! 
be the basic medium. 

Coolidge Advertising Company, 
Des Moines, will continue to handle 
the commission’s dairy product ad- 


| vertising in Iowa. 


gett & Myers, R. J. Reynolds, Philip | 


Morris, Wm. Wrigley, 
American Tobacco Company. Two 
additional advertisers, Lever Broth- 


ers and General Motors, have 
launched programs using every 
CBS station. 

The projected NBC _ discount 


change, like the various big net- 
work discount plans developed by 
Blue, Mutual and CBS, is aimed 
primarily at improving the position 
of the smaller local affiliated sta- 
tions in secondary markets, which 
are frequently omitted by large na- 
tional advertisers who concentrate 
their expenditures on clear chan- 
nel and regional outlets. It is ex- 
pected that NBC will issue a new 
rate card shortly, incorporating in 
the card the two per cent cash dis- 
count principle as advocated by the 
American Association of Advertis- 
ing Agencies and the Association of 
National Advertisers. 


Blue Pioneered Plan 


The Blue Network was the first 
to offer a bonus to the advertisers 
using larger networks, when it an- 
nounced its Blue Plate plan in 1938. 
Mutual announced a volume incen- 
tive plan, offering discounts up to 
50 per cent to advertisers using 
more than 80 stations in 1940. A 
new Mutual rate card and discount 


Jr. Co., and! 


; come 


Ellsworth to OPA 


Edith Ellsworth has resigned 4s 
space buyer of Roche, Williams and 
Cunnyngham, Philadelphia, to be- 
associated with the Camden. 
N. J., office of the OPA. 


BOWLING is 
reaching EVERY bowling estab!ish 
ment certified by the American Pow! 


the only magozine 


ing Congress. There are 5069 «uch 
establishments containing 39,812 | ow! 
ing alleys. 


Here is a mighty lucrative marke! {or 
bowling equipment, air conditi 
units, wall coverings, interior de ort 
tions, sound insulating, soda 
tains, grills, seating and lic 
equipment, food, beverages, tobacc® 
trophies, plaques and produc's of 
every description used and neec 
the modern bowling establishm "' 


Guaranteed circulation 30,600 
Write for detailed information. 
Advertising Department, BOV ~ 


The American Bowling Cong'’5* 
2200 North Third Street 
Milwaukee, Wisconsin 
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ADVERTISING AGE 


PnP 


Women’s Clothing Stores 
first six months 1942 


Full Run Linage—MEDIA RECORDS 


SUN TRIBUNE NEWS HER-AM. TIMES 
Jan. 47,004 43,523. 17,422 13,728 21,400 
Feb. 26,918 27,465 9,235 10,720 22,977 
Mar. 30,782 36,749 13,096 18,571 32,201 
April 32,715 31,971 12,895 16,354 25,576 
May 31,255 34,856 15.371 17,334 22,165 
june 17,171 26,623 11,841 14,373 20,248 
Total 185,845 201,187 79,860 91,080 144,567 


¥ . 
| ’ 
mo 


a 


DOING MIGHTY WELL 


IN THE DRESS BUSINESS TOO 


Spring flowers and Spring fashions fade fast. Like the 
florist, the specialty shop with style merchandise must sell 
soon. Big or little, a stock of women’s apparel hasn’t much 
margin for advertising. So the women’s clothing advertiser gets 
quick action—or else! 

It didn’t take long for these advertisers in Chicago to catch 
on to The Sun. Their linage put The Sun in second place in 
this classification in the first half of this year (with a photo 
finish first in April!). Sun linage has come from side streets as 
well as State and Michigan, paid off in all price ranges. 

Because it does a better job as a newspaper for the women 
of Chicago, The Sun does a better job as a woman’s medium. 
Its clothing stores showing, and its growing volume of depart- 
ment store linage tells all the story any smart advertiser needs 
to know... The Sun is a buy for any advertiser, and for any 


advertiser to women—a bargain! Ask the Branham man! 


CHICAGO SUN 


THE BRANHAM Company, National Advertising Representatives 


Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle,. 


Powe oak 
2 ps a - Ror 
of oe 
™ anaes 
a- ~ ; eS 
or «| , = 
. '.. e- Ae Xf 
x g nt ie 
i, Uy) aS 
i- a, 
nm a " i 
e 7. 
in + 
te SI ° “4 
. e 
‘ * fia a 
l- ; i. ee Pa penis 
p Ly, “y 4 ry "4 4 4 . 
<,) n * red e Sate er 4 23 F = 7 « : 
6 - 4 ra A Pe? ra : ee 
in “ A ; ‘ “yan ta = 
; I~ ff a . ae 2) § (ty « ae an 
# .— . . + as < ai < 
; | 1 te, - 4s ‘ ‘ 4 1 % eck: 3 i 
- tf S “ a 
. ye . Sl) vg + £ os ee Aw 
: <n (PRY \ Ay a : 
# J , iM = t > a a a : oo us 
: . . LH nh ; sy 7. ° ot x 8 z dala 
. Ss Gf, WY = (, ( - ay a BE is { t a. 
. _— ~S ih) 8 ~~ * « s : te. tu® al 7” > 
a ee :> ’ nf : = = 
e ge ee tags ip 2 e mS s ‘ a 2 a x F Ss 4 
wa AN on a gi, ae - @ sg & a. 4 
- . ty x * mi hy > ne el F | ” ae a : pe é i A r : Ms > al ote 
¢ aie Meche te ot a eae o . ae an : : = gel : 
oS rue, eng awe og a |) \R > ee 
- ii oe ae. & AN (a gl a, | | { aoe 
ad ‘te a . 4 mh i. baal Fc ‘ es . r os ¥ i x J . ” t a < a . 7: : aa . 
ie he ie > ~~ ¥ - oa a cee eg ae Seow : fi ‘ rp id j 2 & tu 5 5 oe es : so 
7 Ri, —_— a oe ny, SS ‘ a : } — 
<a ais sit < he ly 
“ = — » ae (a is 6 F : 
; _- = =. # 
cal ' : J ) a 
I : £ 7 
| 1 : zy r. \ J Fs 
a : a i . mn ee 
a " , ] ia ae 
} ee 
O- ‘ oar = 
“ti ieee 
c ir 1 > ei 
ont & ee 
m @ eae 
ins _ . ey 
to 7 4 wie 
the a 8 oe 
. ae 
: ee a ? 
eae 
Lae 
no- , es 4 
ng: me 
m- < re ’ 
: oe er 
ing . : pF 
As- P P og 
in r an 
‘ith ee 
ith er ee 
er- : Ps 
Ing 7 Ps 
hae 
. a 
Vy ee ee 
ae - oa 
— wo a 
ad- es tl 
ee =< 
as es Es A 
nd Le : 
be- a 
—_ Se, ae 
c <a 
oo : 
| = 
i a he 
‘ine eee 
ish- ine eC: 
»wl- Cs a, 
uch ba 
>wl- » 
Oa 
o, ae 
for ; "4 i 3 ‘i 
ing f ps 
un: % « ae 
ing RS S&S S Z 3 
cco. ‘ an ~ ee 
of AG 44 
j in “a ; ~ 
ws o 
| ST v4 ee 
NG Le, 
3 : ie Ae 
ee a 
4 ' 
. 5 Cie 
Bee bere ie ga SRS 
a a ee ag rage, cave ay pen ae — a ite bse > i's “i Ra é = Pa = 4 4 es “ pee ang A te 1 tial as i & , ee > gic det pa ers ‘> “ eas fe, ot “as ’ ‘cae f ‘ -? I pies tay BD ee Fe 
Pe ee, Vem Capen hee ase a Po Rs pre Oy ee eal GN a ee eS Ae eis ib aoa Sea 
al xe oF =— ae oe . ; 7 * c : Swi eae Dem x A ; > a = 
aut ORS: wae . ; am oe il 7 n° TT mt ae ee a Sel ae ¥ ak = SP ele See ; ibid Shy si Pe 9 te We ‘ a “, 


ee es asia 
4 Sse ee ae ie selina 


meme: A 


ADVERTISING AGE 


July 20, 1942 


Private Lines 


Admen predict significant de- 
velopments in the government’s 
handling of advertising following 
the appointment of Gardner Cowles, 


Jr., as assistant director in charge of | 
| OWI. 


the domestic branch of the Office of 
War Information, which will assume 
many of the responsibilities of the 


Office of Facts and Figures, for- 
merly headed by Archibald Mac- 
Leish. (Mr. MacLeish becomes as- 


sistant director in charge of the pol- 
icy development branch of OWI.) 


* * * 


Newspaper, magazine, and radio 
men were quick to acclaim Mr. 
Cowles as a member of each of their 
own clans. For the record, he is as- 
sociate publisher of the “Des Moines 
Register & Tribune,” headed by his 
father. He is president of “Look.” 
He is president of the Cowles group 
of radio stations, which includes 
KSO, KRNT, WMT, and WNAX. 
Mr. Cowles is also credited with 
starting Young & Rubicam’s George 
Gallup on the road to fame by em- 
ploying him to conduct readership 
studies on the Des Moines papers 
when he was a young member of 
the journalism faculty at Drake 
University. 


| 


Advertising liason, for the time 
being, remains in the hands of Ken 
R. Dyke, who has been transferred 
from the radio division of OFF to 
the special operations branch of 
Mr. Dyke was formerly sales 
promotion and advertising manager 
of NBC, previously was advertising 
manager of Colgate-Palmolive-Peet. 
His authority was strengthened by 
OWI Director Elmer Davis’ first 
regulation which ordered that the 
special operations branch of OWI 
would serve as a central clearing 
point between the various govern- 
ment agencies and bureaus and all 
branches of the advertising indus- 
try whenever war information is in- 
volved. 

* + * 

Businessmen in the OPA are 
missing few opportunities to urge 
publishers and industrial groups to 
back Leon Henderson in his battle 
against political domination of his 
appointment by individual con- 
gressmen who are irritated by Mr. 
Henderson’s refusal to grant them 
patronage rights. Privately they ad- 
mit that the OPA chieftain will 
have to make some patronage con- 
cessions to gain a_ sufficient ap- 
propriation to administer the Gen- 


eral Maximum Price Regulation, 
but they insist that all of the key 
posts nationally and regionally are 
filed by “hard headed” practical 
| businessmen. 

* * * 

Although Vice-President Wallace 
is specifically 
sponsibility for post-war planning, 
the Department of Commerce has 
been showing increasing interest in 
the marketing and private industry 
sides of the after-victory projects. 
Plans under discussion call for 
broad surveys to be conducted by 
well-known advertising personali- 
ties. 


| 
Distributes Sugar Book 
“How to Cook With Less Sugar,” 
an eight-page pamphlet, is being 
distributed through the outlets of 
Safeway Stores, Oakland, Cal. Gen- 
eral rules for using sugar substi- 
tutes and master recipes are in- 
cluded in the circular, which was 
prepared by Julia Lee Wright, di- 
rector of Safeway’s homemakers’ 
bureau. 


Hungerford Resigns 

Dan C. Hungerford has resigned 
las vice-president and director of 
Elastic Stop Nut Corporation, Union, 
N. J. He has been with the com- 
pany since 1936, and has served as 
field engineer, chief engineer, direc- 
tor and vice-president in charge of 
engineering. 


ONE-MAN ARMY 


af 
an 


/ 


Are you the advertising manager, art director, / production chief, copy man, 


/ 
/ 


designer, public relations expert all rolled up’ in one personality? Then make 


/ 


J&O your GHQ where art, design, illustration, photography and photo- 


engraving, all of the highest quality, are offered you under one roof at the 


call of one telephone number. 


YOUR GHQ@ 


JAHN & OLLIER ENGRAVING CO. 


Makers of Fine Printing Plates + Artists + Photographers 


817° W. WASHINGTON BOULEVARD «+ CHICAGO + TELEPHONE MONroe 7080 


* How's the One-Man Army's supply of bomb-sights ond ronge-finders? A request will bring you, free of chorge, 
@ J&O Celluloid Screen Tester with which to determine exactly the screen of any halftone or halftone print. 


charged with re-| 


| 
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Dairy Industry | 
to Start $500,000 
Advertising Drive | 


Chicago, July 16—A national 
cooperative dairy product campaign 
using magazines, outdoor and point- 
of-sale and financed by a $500,000) 
war chest, was announced this week 
by the American Dairy Association. 
Color pages will appear in Better 
Homes & Gardens, Good House-| 
keeping, Ladies’ Home _ Journal, 
Life and Woman’s Home Com-| 
panion. 

Products slated for promotion are 
butter, cheese, fluid and evaporated 
milk and ice cream, The campaign 
will start in September and con- 
tinue through June of next year. 

The half-million dollar drive) 
stems from state contributions and | 
represents the culmination of three 
years’ effort on the part of the ADA. | 
Last year $300,000 was spent, and| 
the year before $200,000. Owen M. | 
Richards, general manager of the| 
ADA here, pointed to increased par-| 
ticipation of states in the promotion, 
as indicated by Indiana’s and Ne- 
braska’s decision to make deduc- 
tions for the program, and plans by | 
Michigan, Missouri and Arkansas to | 
make deductions this fall for the} 
current drive. Scaled down to its| 
base, Mr. Richards said, the cost| 
will be approximately 10 cents per | 
cow to the farmers financing the| 
promotion. 

The year-’round drive is not to be 
confused with the emergency cheese 
promotion (ADVERTISING AGE, July 7 
and 13). The cheese promotion will 
be in newspapers and radio, under 
the direction of J. Walter Thompson 
Company. The year-’round drive 
of the ADA will be directed by Lord 
& Thomas. 


Sterling Adds Two 
Daytime Shows; 
Renews CBS Hour 


New York, July 15.—Expanding 
| its airways coverage on CBS, Sterl- | 
ing Products will sponsor two day- 
time serials, “Second Husband” 
and “Amanda of Honeymoon Hill,” 
over that network starting Aug. 3. 
|Sterling has also renewed its 
weekly “American Melody Hour” 
| heard Tuesday from 7:30 to 8 p. m., 
| EWT, over 74 CBS outlets for Bay- | 
ler aspirin, effective July 28. 

| “Second Husband” will be aired 
Mondays through Fridays from 
| 10:30 to 10:45 a.m., EWT, over 41 
CBS stations for Dr. Lyons tooth- 
/powder and Bayer aspirin, while 
“Amanda of Honeymoon Hill” is to 
| be heard Mondays through Fridays 
from 11:15 to 11:30 a.m. over the} 
same number of stations for Dan- 
derine and Phillips toothpowder and 
|paste. Blackett - Sample - Hummert 
is the agency. 


Renews “Info Please” 


American Tobacco Company has 
| renewed the “Information Please” 
quiz program for 13 weeks effective 
| Aug. 14. Heard over a 107-station 
| NBC network for Lucky Strike cig- 
larets on Fridays from 8:30 to 9 
p.m., EWT, the quiz is also trans- 
mitted over NBC's international 
shortwave network. Lord & Thomas 
is the agency. 


Run Joint Campaign 

A joint publicity and advertising 
lcampaign fer “the diamond in the 
heart of the nation” trade territory 
is being planned by the Chambers 
of Commerce of Omaha, Kansas 
City, Wichita and Tulsa. 


| Waste Miles.” 


| presentation 


| going for the duration. 


ee | 


Penalty of Waste 


Portrayed Frankly 
in Goodrich Copy 


Pages in Newspapers 
Bring Story Home to 
Man in the Street 


(Picture on Page 1) 


New York, July 15.—In  stirk 
contrast to most rubber conser a- 
tion copy which has _ heretof re 
placed major emphasis on the nevds 
of the armed forces, B. F. Goodrich 
Company this week disclosed a now 

pproach to the problem of bri: g- 
ing motor-minded America face to 
face with practical considerations 
involved in the rubber crisis. 

Full-page “informational” copy 
broke initially in New York, Wash- 
ington and Akron newspapers, to be 
followed by similar insertions in 
about 40 newspapers in the M 4- 
west and West, and in the forth- 
coming issue of The -American 
Weekly. Batten, Barton, Durst ne 
& Osborn is in charge. 

Featuring the headline, “Joe 
Allen couldn’t see any cennection 
between his tires and the war,” a 
continuity strip layout informed the 
man in the street, simply and 
graphically, that on tire conserya- 
tion depended his job and very ex- 
istence. The presentation reflected 
a “They don’t mean me” attitude 
on the part of Mr. Average Citizen 
as late as December, 1942. But in 
March, 1943, came the first shock 
when a rear tire blew and Joe Allen 
found his dealer unable to handle 
any retread business. By that time 
local transportation facilities were 
so overloaded that Joe couldn't 
even get on a bus to reach his of- 
fice. 

No Housing Available 


Joe tried to move into town from 
his suburban home, but the real 
estate agent disclosed an alarming 
housing shortage. The predicament 
in which Joe found himself became 
so widespread as to constitute a 
matter of grave civic concern. At 
a local rally Joe offered his testi- 
monial, asserting that “if all of us 
had used our heads back in July, 
1942, we wouldn’t be in this mess 


today.” 
The story winds up with this 
moral: “Hitler Smiles When You 


Spotted through the 
ad are practical tips on conserva- 
tion and tire care. 

The reasoning behind the frank 
was summed up as 
follows: “The B. F. Goodrich Com- 
pany knows that most American 
car owners do appreciate the vital 
importance of keeping civilian cars 
This adver- 
tisement is published to remind 
everybody what might actually 
happen if millions of cars should 
go up on jacks.” 

Readership tests 
ately after the first Goodrich in- 
sertions appeared revealed today 
that the copy had achieved a high 
rating. While the gasoline-starved 
East received the first copy, it was 
regarded as significant here that the 
forthcoming schedule includes ‘er- 
ritories thus far outside the ration- 
ing zones. 


L & T Names DeNero 

John DeNero, art director on tn 
RCA account at Lord & Th 
New York, has been named ad 
art director of that agency. 


made immedi- 


KOMA 


5000 watts 


Oklahoma City’s CBS station 
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we Too large. Too small. Or just right. 


oon That’s the choice you have when you select a magazine to 
ae cover the executive audience. 


as NEWSWEEK is the only magazine that fits America’s executive 
a market like a well chosen hat. It deserves the No.1 spot on your 
ver- media list. 


ould NEWSWEEK has the /argest concentrated readership among 
opinion-forming leaders in industry, government and the profes- 
high sions of any magazine. 


the With over a half million circulation... it reaches more execu- 
tives per advertising dollar than any other publication! 


That’s why— Now it’s NEWSWEEK! 


ow it’s... 
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Ward Wheelock Co. 
Raises Arthur Bailey 


Arthur A. Bailey, for many years 
assistant to Ward Wheelock, has 
been elected executive vice-presi- 
dent of Ward Wheelock Company, 
Philadelphia agency. He will take 
over operation of the company dur- 
ing Mr. Wheelock’s service in the 
air forces. 

Lt. Col. Ralph K. Strassman will 
continue as _ vice-president in 
charge of the company’s New York 
office. 


WICC Moves Studios 

WICC, New Haven and Bridge- 
port, will move all its studios to 
Bridgeport, effective July 30. Jud- 
son LaHaye and Joseph Lopez will 
be in charge. 


Beer and History 
Don't Mix, Say 
Penn ‘Patriots’ 


Philadelphia, July 14—A brew- 
ing company which imprinted a 
modest credit line on 100,000 guide 
books for distribution at historic 
Valley Forge was accused today of 
“insulting all Christian patriots,” 
thereby setting off a heated contro- 
versy that involved high state offi- 
cials. 

The fireworks began immediately 
after Adam Schiedt Brewing Com- 
pany, Norristown, prepared the 
three-year supply of books in coop- 
eration with the Valley Forge Park 


ADVERTISING AGE 


| Commission. The arrangement, ac- 
cording to Gilbert S. Jones, execu- 
| tive secretary of the park body, was 
approved last January by the 13 Re- 
|publican members of the commis- 
sion. The credit line consisted 
simply of “This historic record and 
guide to sites in Valley Forge Park 
made available by Adam Schiedt 
Brewing Company, Norristown, Pa.” 
For many years the company has 
been promoting its Valley Forge 
brand. 

As soon as distribution of the 
book got under way a fortnight ago, 
Charles B. Helms, state secretary of 
the Sons of America, complained to 
Governor James that “the publica- 
tion financed by a brewing company 


was not in keeping with the dignity | 


asserted that the imprint was “in- 
sulting to all Christian patriots who 
hold beer and its manufacture to 
cause a belittling influence contrary 
to high ideals.” 
complaint Governor James ordered 
further distribution of the book held 
up. 

Mr. Jones termed the Sons of 
America stand “an unwarranted ex- 
hibition of hysteria, bigotry and 
false patriotism.” 


Bozell Gets Mills Account 


Elmer E. Mills Corporation, 
molder of thermoplastics, has ap- 
pointed Bozell & Jacobs, Chicago, to 
|direct advertising for Mills-Plastic 
tubing and fittings. 


“‘Cover-to-cover, the facts indicate 


that it is one of the most USEFUL 
magazines in America today. 
Wherever you find it, you find a 
business man... well informed.”’ 
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of Valley Forge.” Mr. Helms also | 


As a result of the! 


NAB Meeting Takes 
No Action on AFM 
Transcription Ban 


Chicago, July 16.—Prospects of g 
battle between the National Assogj- 
ation of Broadcasters and the Amer. 


ican Federation of Musicians, drawy 
along lines of the radio indu-try’, 
war with ASCAP, appeared remote 
or at least delayed after a me 


tn 
here of NAB’s board of directo : 

Admitting that the directors hag 
“discussed the AFM” and its bin of 
musical transcriptions, C. E. Arney. 
Jr., assistant to NAB president Ney. 
ille Miller, told ADVERTISING Agr 
that the directors had taken no ac. 
tion toward the AFM because th¢ 
proposed ban did not fall w «thin 
NAB’s bailiwick. 

Mr. Arney likened NAB’s s'tua- 
tion to that of a newspaper viewing 
a strike in a newsprint mill which 
might eventually affect the newspa- 
per’s supply of paper. While the 
newspaper may realize that it wil 
shortly be affected, and while it may 


have an interest in the strike’s s 
tlement, it cannot take any a 
until it is directly affected. 


Not NAB’s Problem 


Asked by ADVERTISING AGE if the 
transcription ban did not contair 
implications for some of NAB’ 
smaller members, Mr. Arney replied 
that transcribed music is important 
to “all radio.” 

A glimpse of NAB’s attitude 
which was defined as “watchful 
waiting,” may be gleaned from an- 
other of Mr. Arney’s statements 
Emphasizing that the nature of the 
struggle at present keeps NAB on 
the sidelines, he said: “But if the 
AFM had struck against the sta- 


about it.” 
In company with Joseph L. Mil- 
ler, NAB labor relations director, 


recording companies, it was not 
radio’s primary concern. “Perhaps,” 
he said _s significantly, “ ‘Jingle 
Jangle, Jingle’ will be a_ popular 
song six months from now.” This 
comment invoked poignant and 
painful memories of the insistence 
with which radio stations ham- 
mered “Frenesi” and “I Dream o! 
Jeannie with the Light Brown Hair 
home to their listeners. 

The chief topics of discussion, Mr 
Arney said, were internal problems 
of the industry, principally that of 
increasing the industry’s part in the 
victory effort. He mentioned spe- 
cifically the board’s reviewing pos- 
sibilities of increased war bond 
sales by radio stations for the Treas- 
ury Department. At the meeting 
he reported, several plans had been 
drawn up for individual bond sell- 
ing, and said that these plans would 
shortly be forwarded to statior 
members. 


95.7% 


RADIO OWNERSHIP IN 
AMERICA’S No. 1 MARKET 


Exceptionally high radio ownership 
combined with the nation’s highest 
er capita spendable income make 
NTIC a sure bet for RESULTS 


*Radio Daily April 2, 1942 


DIRECT ROUTE TO AMERICA’S No. 1 MARKE 
The Travelers Broodcasting I 
Corporation 


_ Yonkee Network 
Representotives: WEED & C 
New York, Chicago, Detroit, Son 


tions—then we could do something — 


Mr. Arney reenforced the view that | 
since the AFM edict was aimed at 
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JHERE ARE THE LIVE CUSTOMERS! 
r GARAGE 
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$ not Masses. One billion times a month fare boxes clink to the ring of coins from workers, 
raps, 
i le . . . 
oan earners, spenders—for a tremendous twenty per cent average increase in Transitads 
This 
Pons circulation over last year. 
stence 
ham- 
am of 
ies One billion times a month. . . to make Transitads more than ever America's Number 
n, Mr 
— One Out-Of-The-Home Medium. Here, indeed, is where you'll find live customers. The 
at ol 
in the . — , . , 
| spe- workers who have quit driving to office and shop, the wives who did motor for groceries 
zZ pos- 
Baers ... they're on the cars and buses now! 
pe ting 
i been 
i sell- . . . . . . ° 
al Now, Transitads live longer with more money in motion, deliver full-length sales stories 
station 


in dominant space, full color, for an average exposure of 20 minutes per rider. They do 


\ | 


it, not intermittently, but every hour of every day—and night—and they do it just be- 


fore your customer reaches a store. 


Here is where alert advertisers are turning for ACTION. Here is where they get it— 


at 5c per thousand circulation. More are coming in. You can't stretch a street car! 


Opionai TRANSITADS 4. 


CHICAGO — 400 N. MICHIGAN AVENUE 
NEW YORK — 366 MADISON AVENUE 
Offices in 23 Principal Cities 
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Henderson Deserves Support 


We have the feeling that business| this Congress has shown no disposi- 


E. KEBBY, Secretary | 
Editorial Department | 
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GERM OF A TRADEMARK PROMOTION IDEA 
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—Progressive Grocer. 


“| can't remember which soup it is, but this is the spot it makes." 


interests should be more emphatic|tion to grant. While the word has 
in expressing their approval of the|an unpleasant sound to American | 
present program of Leon Hender-|ears, the subsidy plan is the only | 
son and the Office of Price Admin-|method of stabilizing prices to 
istration and its extension to all|established retail levels in fields 


Ad-libbing 


Wanted—Badly Without overlooking the master- 
Four Chicago newspapers recently | ful job that Berlin, Sgt. Ezra Stone 


Information 


ran this “want ad” for Chrysler in| and their co-workers have turned | 


prices and wages. The administra- 
tor has done everything in his 
power to make price control effec- 
tive, even within the narrow limits 
provided by the legislation creating 
his authority, but both Congress and 
the public seem not to have given 
him the enthusiastic support which 
his sincere and energetic efforts 
justify. l 

Mr. Henderson 
most of the critics of the price con- 
trol plan, that it cannot be fully 
effective as long as a large group of | 
commodities contributing directly to 


. . ° | 

rising living costs are not controlled, | 
° le ° 

and as long as wages are not stabi-|is opposed to the price control pro- 

leaders | gram. 


| 


lized. While labor union 
have expressed opposition to any 
wage stabilization plan, their argu- 
ments are convincing only to the 
extent that wages must continue to 
rise if living costs advance. If all 
elements contributing to the cost of 
living are controlled, there is no 
reason why wages likewise should 
not be prevented from rising. 

In administering the price control 
legislation, Mr. Henderson has dis- 
played resoluteness along with a 


| 
realizes, as do 


disposition to face facts realistically. | 
The roll-back plan contemplated | 
government subsidy of manufactur- | 
ers compelled to adjust prices be- 
low current production costs, and 


lable. 


where production costs have already 
risen. Without this method of re- 
‘adjustment, he has permitted ceil- 
ing prices to be raised when it has 
been shown that manufacturers and 
retailers could not operate under 
'them, while at the same time ne-| 
gotiating price reductions on the 
part of the manufacturers in a posi- 
tion to cancel earlier advances. 

Mr. Henderson has told Congress | 
frankly what is needed in order to 
make the whole program effective. 
Thus far his appeals have not been 
given favorable consideration. Per- | 
haps Congress believes that business 


This is not the case, for 
business is well aware of the ne- 
cessity of preventing inflationary 
price rises; but business has under- 
stood the difficulties of making a 
price control system work when it} 
is applied to only a part of the area 
involved 

Now is the time for business to, 
get back of a thorough-going price | 
control system, which will include | 
all prices and all wages and salaries. | 
Such a plan is workable, while the 
present system, in spite of Mr. Hen-| 
derson’s determined efforts, will 
continue to meet difficulties which | 
may well prove to be insurmount-| 


Reduce Non-Defense Spending 


A committee of citizens interested|that politicians seldom relinquish | used, and have discovered that the 


in keeping the country on as sound 
a financial basis as war operations 
will permit is using large space ad- 
vertising for the purpose of devel- 
oping a stronger public opinion in 
favor of reduction of expenditures 
not directly related to the prosecu- 
tion of the war. Senator Byrd and a 
few other members of Congress 
have been vigorous in pressing this 
program, but most members of Con- 
gress and the national administra- 
tion seem singularly uninterested in 
this practical method of assisting to 
meet the enormous burdens which 
the country must carry. 
Washington is not alone in con- 
tinuing to maintain unnecessary ex- 
penditures which might be justified 
under normal conditions. State and 
local governments have not reduced 
expenditures to a large extent, even 
though many pre-war activities, 
such as those for relief of unem- 
ployment, are obviously of minor 
importance today. The old truism 


voluntarily power once delegated to 
them applies here, because appro- 
priations mean power and jobs, and 
jobs mean political strength which 
professional office-holders naturally 
desire to retain. They will retain it 
as long as the public does not show 
sufficient concern to compel a read- 
justment. 

It is of course true that ordinary 
governmental expenditures, national 
and local, seem trivial alongside the 
unprecedented expenditures neces- 
sary for carrying on the war. But 
this very fact should only emphasize 
the necessity of cutting where we 
can. Some show of justification can 
always be made for a legitimate 
governmental activity, but in the 
face of the present emergency, only 
vitally necessary services should be 
retained. 

It is up to the public to demon- 
strate that governmental extrava- 
gance in non-military expenditures 
will no longer be tolerated. 


1,000-line space, and now the same 
copy is scheduled for full pages in 
early issues of Aero Digest, Ameri- 
can Machinist, Automotive and 
Aviation Industries, Aviation, Foun- 
dry, Iron Age, Machinery, Steel and 


out, this spectator took away with 
him a measure of satisfaction that 
complemented the hijinks on the 
stage. It had to do with advertis- 
ing. Among the ads in the healthy 
Playbill program was a page for 


|most expensive “want ad” in all ad- 


Germaine Monteil cosmetics. In 65 
words this advertiser reflected a 
sense of proportion that might well 
act as a beacon for many another 
practitioner of the promotional art. 
/The ad read: 

“Germaine Monteil 
/won’t build morale. 
|sterner stuff. It won’t help a fight- 
|ing man. His courage is his own. 
It won't help preserve our way of 
life. We’ve got to work and fight 
\for that. All Monteil’s fine lipstick 
| will do is make you look prettier. 
It it’s Victory you want—and that’s 
what we all want— Better Buy 
Bonds!” 


24 WANTED *“\* 
50 PRODUCTION EXECUTIVES 


Ment be op Might mre of prove ebtiti: -apettr 
of direc iing (hee man: 4 intemal oper ettoms of amr 
ot the world’s largest sireratt-cagine plants. 


Lipstick — It 
That’s built of 


v — 
by they oft meet te careptionatts quent 


EXECUTIVES WANTED 


FOR THE FOLLOWING DIVISIONS— 


“a hon seme Pr oem 


—. \Strange Goings On 
Another indication of how far ad- 
| = ~ vertising has changed over, and one 
Ra RAST ee which for some reason struck us 
DODGE CHICAGO PLANT _ | particularly hard, is a bill enclosure 
Division of CHRYSLER CORPORATION | which the Portland, Ore., General 
| Electric Company has just sent out. 
Tool Engineer, with the insertion|“Copper has gone to war,” it says. | 
date August for monthlies, and late| “Find out if added electric service | 
July for weeklies. Grace and Be- jis available before you buy major 
ment is placing the copy. appliances and before you build or 
If 50 men are actually wanted,| remodel.” That, it seems to us, car- 
this will probably prove to be the|ries the normal procedure of “save 


vertising history—and yet it’s amaz- 
ingly cheap. 
nothing better to do, we have looked 
‘up the rates of the papers being 


business paper page alone will run 
to $1,907, while the insertions in 
the four newspapers cost about 
$3,000. For the sake of conveni- 
ence, let’s say that altogether the 
advertisement costs Chrysler $5,000. 
That’s just $100 each for the 50 
men wanted, and so cheap that it 
)}makes us wonder why “want adver- 
tising” hasn’t been given far bigger 
and better jobs to do in the field of 
executive personnel. 


Footnote on Morale 

There are few dry eyes in the 
audience when the curtain descends 
on the finale of Irving Berlin’s mag- 
nificent musical, “This Is the Army,” 
which is packing ‘em in on Broad- 
way these nights. As entertainment 
the show is tops; but throughout 
the performance the onlooker finds 
|it hard to forget that the boys on 
the stage are simply on furlough 
from a job that is a far cry from 
makeup and choral ensembles. You 


wonder how many will never again 
look out over footlights when this 
interlude is over... 


Just because we have} 


what you can” at least one step for- 
ward. Even if you can buy appli- 
ances or build, you’re cautioned to 
make sure, in advance, that you can 
operate those appliances or com- 
plete the electrical installations in 
your building. 
Jottings | 

Until someone advises us to the| 
contrary, we shall award the palm 
for the most unusual Fourth of July 
advertisement to the Boston Store, | 
Milwaukee’s largest department | 
store. On that day it reproduced a} 
flag, in true flag colors, on a full 
page in the Milwaukee Sentinel, 
without a line of copy. On the back | 
of the page, two 10 pt. lines, say- 
ing, “On this Independence Day, re-| 
solve to fly our flag every day, proud 
|symbol of our land of the free .. .” 
and a small “Boston Store” signa- 


ture cut, completed the two-page 
|message. . . 
New times, new markets item: | 


F. W. Fitch Company has contract- 
ed to operate a beauty salon for the 
women’s army auxiliary corps to be 
stationed at Fort Des Moines. The 
salon will employ 40 men and wo- 
men, and treatments (or whatever 
one gets in a beauty salon) will 
NOT be the responsibility of Uncle 
Sam... 


—— 


for 
Advertisers 


The following documents miy be 


|secured without charge from com. 
| panies sponsoring them, or thr ugh 


ADVERTISING AGE, by any nat )naj 
advertiser or advertising agency 
executive writing on his bus es« 
letterhead. 


No. 2016. Newsweek—a Ma or 
Force in American Business and 
Industry. 

Facts about Newsweek—its b: ck. 
ground, editorial purpose, reade, in. 
terest and a wealth of other na- 
terial are compiled in this new ro- 
chure. The’ circulation - reader hip 
study is carried out in detail, \ ith 
graphs showing circulation géins, 
trends, and growth comparisons, 
Letters from readers and a circ la- 
tion analysis by business classi! ca- 
tions point to Newsweek’s pene'ra- 
tion of the business and industria] 
setup and the Washington scene 


No. 2017. The Value and Patrivtic 
Use of Color. 


In this brochure, Stecher-Traung 
Lithograph Corporation shows the 
advantages of using full color in .d- 
vertising material— how to use it 
easily and with the most benefit 
Numerous color illustrations bring 
out the points of the text, and de- 
tailed directions explain how color 
can be used most easily and eco- 
nomically. 


No. 2013. 100 Best Posters of 1941. 


Outdoor Advertising Incorporated 
has issued this new edition of its 
annual book, which reproduces the 
work of many leading poster artists 
for a wide variety of product classi- 
fications. 


No. 2014. 57 Ways to Plug War- 
time Profit Leaks. 


A check list of 57 waste-saving 
ideas for wartime business is con- 
tained in this booklet just issued by 
Lewis Advertising Agency. The sug- 
gestions cover the selling organ- 
ization, inventory, plant, packages, 
office routine and other details. 


No. 2015. Daytime Mail Response. 

Radio Station WHN, New York, 
has issued this mail response map, 
indicating counties from which mail 
was received in response to daytime 
programs. 


No. 1966. As Certain as Sunday. 


The firmly-rooted habit of Sun- 
day comic section reading among 
adults as well as children, and the 
certainty of assimilation of an 
advertising message in this medium 
are brought out in this folder issued 
by Metropolitan Sunday News- 
papers, Inc. The facilities of the 
Metropolitan Group are outlined, 
with figures on coverage and comic 
section readership. 


No. 1956. 
Data. 


Radio Station WSGN has issued 
this market study of northern Ala- 
bama and the city of Birmingham 
A county breakdown of market 
statistics is provided, with maps 0! 
coverage areas. 


Circulation and Market 


No. 1971. The Memphis Trade 
Area. 
Memphis Publishing Company, 


publisher of the Commercial A) pe 
and Memphis Press-Scimitar, 52° 
issued this new map, which incor 
porates sections of the four s‘ales 
making up the Memphis trade ‘re. 
A table provides figures on reta! 
sales, population and news))2Pe! 
coverage of counties and town: ove! 
2,500 in the market. 


No. 1950. “There’s a Woman ‘» the 
Galley, Sir.” 
“Blow me down,” says this nau 
tical-minded folder, issued by %2¢ 
Stations WBZ-WBZA to te’ ™ 


story of WBZ’s Home Foru: 
gives the background of the Pr 
gram and its director, lists curre® 
sponsors, and reproduces som 
ments from users about the ) 
| program is doing for them. 
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Al Nelson Forms Airtemp Introduces 
‘New Ad Agency . 

| Al Nelson, formerly assistant vice- | New Product in 
president of the National Broadcast- | B s P 

ing Company and general manager | 

,of KPO and KGO, San Francisco, usiness apers : 
will be the president and directing Detroit, July 15.—To introduce its 
‘head of A. E. Nelson Company, new Formdux, a war-born substi- 
‘which will begin operations early in| tute for the sheet metal ductwork 


Workers Featured 
in N. A. Aviation’s 
Initial Campaign 


August. Officers will be located at | used in forced-air furnaces, Air- | 
Lo- Angeles, July 15.— North |300 Montgomery street, San Fran-/temp Division of Chrysler Corpora- 
american Aviation, Inc., the latest |©'SC°- tion is carrying two-color bleed 


The new organization will handle 


ompany in the aeronautical field to | sce ee : A a e- pages in current issues of American 
ente: the consumer advertising field, ernshacic “on business’ plans “sna | Artisan, Fueloil & Oil Heat, Do- 
this week announced that its initial | strategy, creative writing, research | ™@Stic Engineering and Sheet Metal 
campaign will be a series of 13) and marketing. | Worker to describe the new product. 
advertisements featuring the men po Airtemp Division has also pre- 
and women who build the planes MacIntyre Retires pared a booklet giving a detailed 
that United Nations heroes are James E. Maclntyre promotion | 9¢8¢riPtion of the product and 
using to whip the Axis. manager of the Los "Angeles Times,|PUMerous diagrams showing meth- 


The series, first ad of which was! has retired. He has been succeedea 04s of assembly and _ installation. 


‘saves four out of five pounds of 
steel previously required in similar 
applications, which—at the rate of 
1377 pounds for each of the 300,000 
homes called for by the govern- 
ment’s 1942 housing blueprint — 
means a saving of 56,000 tons. 


Regional Meetings Scheduled 


‘ings in major markets to 
architects, builders, jobbers and 
Airtemp dealers will be invited. 
The meetings will see a display of 
the ductwork and hear a technical 
discussion of its use by factory 
experts. It is understood that Air- 
temp will depart from its previous 
| sales procedure in 


which 


The introductory campaign will | 
feature a series of regional meet-| 


introducing | to builders. 


will be marketed through jobbers 
as well as dealers. 

Promotional plans hinge to a 
large degree upon the acceptance of 
the zone meetings, and an expanded 
advertising campaign may be 
launched when adequate distribu- 
tion has been achieved and field 
stocks built up. Paul B. Zimmer- 
man, Airtemp vice-president and 
general sales manager, told ADVER- 
TISING AGE that Formdux has many 
advantages not possessed by sheet 
metal, which has previously been 
used, and that it may replace sheet 
metal after the war. In that case, 
a large-scale national advertising 
effort will probably be undertaken, 
although immediate prospects seem 
to indicate a direct mail campaign 
Grace & Bement is the 


released to magazines and news-|by Robert H. Svensson. The company says that Formdux' Formdux, and that the new product ' agency. 
papers during the first week in July, 
will appear in Collier’s, Life, The 
Saturday Evening Post and Time 
(air express), and major dailies in 
the three cities where North Amer- 


ican has plants, Los Angeles, Kan- 
sas City and Dallas. A list of busi- 
ness papers, covering the United 
States, Canada, England and South 
American countries will likewise i 
carry the same type of material. 

The campaign will feature no 
planes roaring through ominous 
clouds, but rather will feature the 
men and women who build the 
planes. The entire series will speak 
to the public over the workers’ 
shoulders, with the end in view of 
telling the American public what 
North American employes are con- 
tributing toward winning the war. 
For news interest, it will recount the 
major accomplishments credited to 
North American planes in actual 
combat. “North American Sets the 
Pace!” will be the theme of the 
campaign. This theme will be sub- 
stantiated by a box in each ad set- 
ting forth the various “firsts”? estab- 
lished by the company. 


a 


Uses Photos of Workers 


Black and white photographs will 
be used in the advertisements to 
illustrate actual workers in the 
plant. In order that this wartime 
advertising may be realistic and 
factual, no models are used. The 
advertisements will be timed for 
almost simultaneous’ release in 
newspapers and magazines. All 
magazine copy will be full page 
bleed and 1,000 lines will be used 
in newspapers. 

A novel touch is noted in the 
second newspaper advertisement, 
which has a worker holding up a 
newspaper front page relating how 
North American B-25 bombers 
raided Tokyo. The masthead was 
changed in each advertisement to 
correspond with the newspaper in 


which it was scheduled to run. 
The account is being handled in 
the Los Angeles office of Batten, 
Barton, Durstine & Osborn. W. B. 
“Doc” Geissinger, for years adver- 
Using manager of Sunkist, is ac- 
count executive. 


Remington Named 


Pioneer Valley Association, North- 
ampton, Mass., has named William 
B. Remington, Inc., Springfield, 
Mass. as agency. 


——— 


We need a name for the bulging miss who's been adorning 
our messages to you. For the best names we are going to give 
three prizes totaling $300 in war bonds. But it's up to you to 
know who we are. Hf you don't know. just show this ad to your 
co-workers. Gosh, someone must have seen these ads before! 


If not. we'll tell you this much. Our unnamed girl friend 
Chief 


qualities of both are a big spread. a wallop that’s felt in five 


and the station she represents are pretty much alike. 


states, a holler that can be heard to the high heavens, and a 


Ti OY is among 
tial New York 


spots requir- 


friendliness that keeps the doorstep weighted down with suitors. 


PSse 


Both have what it takes for real results. 


ing -overage. The . . , 
Record Newspa- The contest is for ad-men and ad-women only. Deadline 
pers. sole dailies, reach “every- for entries is midnight, July 31 so youll have to hurry. 
body” in this major market. (City ‘ <- : 1 ee 

Zone population, 115.264). Cook up a name for our oversized bundle of femininity send 
i, it right away to Radio Station W ... ah, ah, you tell us. 


a . 7 
yt, \THE TROY RECORD 
S®rwes THE TIMES RECORD 


Come On You A 


Z. 


as you like. 


proper radio station. 
than midnight. July 31, 


of the station. 
wins $50 in war bonds, 


vertisement, 


ing Age. 


HERE ARE THE RULES 


] Contest open only to men and women of advertising agen- 
* cies or sales and advertising departments, 


Submit entries on firm letterhead. 


3 Mail to “I Want a Name Contest.” Box No. 22, 
. Entries must be postmarked not later 
1942. 


4 $150 in war bonds will be paid for the name that, in the 
* opinion of the judges. best fits the character as trade mark 
Second best gets $100 in war bonds. 


Judging will be on the basis of originality and appropriate- 
* ness for use in advertising. 
will be awarded. Decision of judges is final, and all entries 
become the property of the radio station placing this ad- 


Winners will be announced in August 31 issue of Advertis- 


Submit as many names 


in care of 


Third 


In case of ties, duplicate prizes 
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f. 7 their positions. Among weekday )Courant moved from sixth to sec-|in general linage for the first six, 6 :  ntentre § — of £ 
no Chan ed lineu of evening papers the only newcomer ond, the Portland Oregonian from months of 1942, and their compara- 5 8 Cincineati Times-Ster accr 
we to the top ten was the Akron Beacon fifth to third, the Oakland Tribune | tive rankings in 1941, were as fol-| 19 6 Pittsburgh Press duri: 
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In total advertising for both six 
and seven-day papers, relatively 
minor changes in ranking developed, 
although in other classifications 
some of the changes in rank 
were more nearly sensational. The 
Washington Star, perennial holder 
of first place in total linage among 
all papers, maintained a firm grasp 
on this position during the first half 
of 1942, despite a shrinkage of 
about 800,000 lines. Others in the 
first 20, with their 1942 rank given 
first, followed by their 1941 rank, 
were: 

Detroit News, 2-3; Baltimore Eve- 
ning and Sunday Sun, 3-5; New | 
York Times, 4-6; Milwaukee Jour- | 
nal, 5-4; Chicago Tribune, 6-2; 
Philadelphia Inquirer, 7-11; Pitts- 
burgh Press, 8-8; New York News, | 
9-7; Akron Beacon Journal, 10-10; 
Los Angeles Times, 11-9; New Or- 
leans Times-Picayune and _ States, 
12-15: Dallas Times-Herald, 13-14; 
New York Herald Tribune, 14-16; 
Newark News, 15-13; Boston Her- | 
ald, 16-17; St. Louis Post-Dispatch, | 
17-19; Miami Herald, 8-12; Toronto 
Star, 18A-19A; Buffalo News, 19-23; | 
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Philadelphia Evening Bulletin, | 
20-37. 
Among these papers only the| 


Philadelphia Inquirer, the New Or- 
leans Times-Picayune and States 
and the Philadelphia Bulletin 
showed increases in linage for the 
first six months of this year, com- 
pared with the same period of last 
year. 

Among the ten leaders for total 
advertising in Sunday papers, there 
was some minor position juggling, 
but each of the ten who led the 
list last year retained a spot in the 
charmed circle this year. The same 
situation held true among the ten 
leaders among weekday evening | 
papers, and also among weekday 
morning papers, although here the 
Louisville Courier-Journal advanced | 
"Sees from twelfth to tenth place, and | 
Mig thus pushed the former tenth place 
holder, the Memphis Commercial 
Appeal, into eleventh position. The 
Washington Post, with an increase 
of almost 400,000 lines, leaped from 
22nd place last year to twelfth this 
year, and the Philadelphia Inquirer, 
which jumped from seventh to sec- 
ond position, also showed a gain 
in total linage. 


Total Display Standings 


Among Sunday papers, the New 
Orleans Times-Picayune and States 
jumped from eighteenth to seventh 
in total display advertising, regis- 
tering a linage gain in the process, 
but others among the leading ten, 
while shuffled somewhat, retained 
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ALL GENERAL MAGAZINES— WEEKLY & MONTHLY 


FIRST SIX MONTHS OF 1942 
(Figures from P.1.B.) 
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of general advertising which has 
accrued to Canadian newspapers 
during the first six months of this 
year. In contrast to general linage 
josses in this classification among 
United States dailies, the Toronto 
Globe & Mail printed 829,147 lines 
of general advertising during the 
frst half of 1942, compared with 
720,097 lines last year; the Montreal 
Gazette published 736,152 lines of 
gene al copy this year, compared 
with 590,388 lines last year; Mont- 
real La Presse printed 1,198,641 
lines against 1,161,517; Montreal) 
Star, 1,146,853 against 1,137,569; | 
Toronto Star, 1,061,178 against | 
982,526; Toronto Star (Saturday),| 
461,632 against 452,092; Montreal La) 
Patric, 429,291 against 386,728; and) 
Montreal Standard, 373,094 against | 
337,985. 


Ritz Ads to Plug 
‘No-Wilt' Theme 


New York, July 14.—With copy 
reminding women to buy Ritz crack- 
ers because “they don’t wilt in hot 
weather,” National Biscuit Com- 
pany this week released the first of 
a series of four ads in 520 newspa- 
pers throughout the country. In- 
sertions in 462 and 579-line sizes are 
scheduled every other week during 
the months of July and August. 

Copy will feature Ritz as “Amer- 
ica’s favorite cracker” that “stays 
crisp.” The larger sized copy will 
appear in cities of over 100,000 pop- 
ulation while the smaller insertions 
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‘will run in cities of smaller 
| population. McCann-Erickson is the 
agency. 


Financial Advertisers 


Cancel Convention 


The 27th annual convention of Fi- 
nancial Advertisers Assocition, 
scheduled to be held in Chicago be- | 
ginning Oct. 26, has been cancelled 
because of the government’s request 
for reduced convention travel, and 
because members are busy with the 
campaign for sale of war bonds and 
stamps. 

Plans are being formulated for an | 
unusual substitute—a “Convention-| 
by-Mail,” whereby members of the 
association could “sit in” by mail on 
|/a program equivalent to that which 
they would have heard at the Chi- 
cago convention. 


Atlantic Coast Net 
Now in Operation 


Atlantic Coast Network, newly- 
formed radio cnain from Boston to 


Washington, D. C., officially started | 
/operation July 14 with two series of 


broadcasts from London, through 
the cooperation of British Broad- 
casting System. “Foreign Corre- 
spondent,” the first series, is heard 
from 8 to 8:15 p. m. Tuesdays and 
Wednesdays, and “London News” is 
heard from 10:45 to 11 p. m., fea- 
turing London newscasters direct 
from BBC studios. 

Sylvia Kaliel has been appointed 
traffic manager for the network. 


Dickson, Ford Moves 


Dickson & Ford, Ltd., radio ad- 
vertising, Toronto, has moved its 
offices to 30 Bloor street West. 
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SUPER-SUPER 


REGULAR PETER PAN 


ow BREAD 
~“ Improved with vitamins 
minerals 


IN A BRAND NEW K VP WRAPPER — AT NO EXTRA COST TO YOU! 


AE 


VITAMINS =. 


Introducing 


Tet CeTea WeramenS 


Ash tor 
Peter Pan 


wooaeenne Peter Pan Bakeries 


With enriched bread still struggling for 

its place in the sun, Peter Pan Bakeries 

has already introduced “super enriched" 

bread, ala this full page in Battle Creek, 

Mich., newspapers. It contains "2 2/3 

more vitamins and minerals than ordinary 
enriched bread." 


General Mills’ 
250 Flour Brands 
Now All Enriched 


Minneapolis, July 15. — Enrich- 
|ment of all mill brands of family 
‘flour in the entire General Mills 
organization was begun last month, 
the current issue of “The Modern 
Millwheel,” General Mills employe 
paper, announces. 

“In reaching the decision in favor 
of enrichment,” says the paper, 
“Donald D. Davis, president of Gen- 
eral Mills, foresaw a great oppor- 
‘tunity both to increase the con- 
|sumption of flour and bread, and to 
|make still greater the company’s 
| contribution to the national nutri- 
ition program. The decision repre- 
lsents a long range and constructive 
view of the role which flour is to 
| play in the American diet. The en- 
/richment program has been termed 
| ‘the greatest food reform in history.’ 
| 
| 


“It is sometimes hard to realize 
the number of brands of family 
flour which General Mills and its 
divisions sell and what a far-reach- 
ing step this over-all enrichment is. 
Most ‘Millwheel’ readers are famil- 
iar with PurAsnow, Drifted Snow, 
Red Band, and, of course, first and 
foremost, Gold Medal Kitchen 
Tested flour, all of which have been 
enriched for some time. But there 
are approximately 250 family brands 
|besides, such as Amaryllis and 
Heliotrope in the Southwest, Rex 
|at Great Falls, La Pina on the West 
Coast. These brands have not pre- 
viously had the added food factors 
of enrichment.” 


Three Join CBS 
in Research & Sales 


Betty Marks, Edward W. Side and 
Dr. Gerhard D. Wiebe have joined 
the research and sales promotion de- 
|partments of Columbia Broadcast- 
ing System, New York. 

Miss Marks, former continuity 
head of WINS, New York, has 
| joined the CBS sales promotion de- 
partment; Mr. Side, formerly pro- 
| duction manager of Blaker Adver- 
| tising Agency, New York, has be- 
come production manager of that 
|} department; and Dr. Wiebe comes 
to the CBS research department 
from Ohio State University. 
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Tanglefoot Begins 
Consumer Drive 
for Gummed Tape 


Famous Fly Catcher 
Puts Its Talents 
to New Uses 


Chicago, July 16.—To introduce | 
its gummed tape to the consumer 
field, Tanglefoot Company, Grand 
Rapids, Mich., has begun a con- 
servative small-space campaign in 
Time. 

The copy, addressed to execu- 
tives, stresses the importance of 
packages to customers, and urges 
that Tanglefoot be used because 
“today’s relaxation of fiber and 
corrugated requirements necessi- 
tates added package strength.” The 
single-column advertisement refers 
to the company’s experience in 
manufacturing by noting: “Inde- 
pendent laboratory tests show Tan- 
glefoot, with its 55 years’ paper con- 
version experience, right at the top 
on actual sealing tests.” 

The Time campaign is Tanglefoot’s | 


| first promotion of the gummed tape 


to consumers, although it previously 
has been advertised in packaging 
business papers. 

Tanglefoot Comes to Life 


Behind Tanglefoot’s emergence 


Secondly, the insecticide 
was introduced. Sprays had many 
advantages. They did the same job 


|that flypaper did, and they did it 
| without the annoying propensity of 


with gummed tape lies an interest-| 
ing story of promotional laxity, de-| 


clining sales and lackadaisical mer- 
chandising of an old line company, 
suddenly replaced by vigorous pro- 


| motion and aggressive selling poli- 


cies when a new management was | 


installed. 

Tanglefoot achieved eminence in 
the flypaper field and was a big, 
thorough advertiser. 
will easily recall the huge signs in 
the outfield which proclaimed that 
Tris Speaker had caught 340 flies 


Baseball fans | 


last year, while Tanglefoot of Grand | 


Rapids was catching 70,000,000 flies. 


Tanglefoot and Bull Durham used | 


to be undisputed overlords of the 
ball park fences. 

But the palmy days of the fly- 
paper business were shortened by 
two factors. In the first place, 
sanitation methods became _ pro- 


gressively better; more screens and | 


screen doors came into use; the old- 
fashioned livery stable disappeared, 
and so did the flies’ best breeding- 
place; horses no longer plodded city 
streets—and flies became fewer, at 
least in urban areas. 


flypaper to entangle children, cats, 
coat sleeves and books. 

In the face of this two-pronged 
menace, Tanglefoot did what many 
a short-sighted enterprise might 
have done under similar circum- 
stances: the company lopped off its 
advertising appropriation; and the 
company attempted to introduce a 
fly spray. Neither produced bene- 
ficial sales results. 

Not that the flypaper didn’t sell. 
It did, particularly in the South and 
in rural areas. In sheets and in 
strips, Tanglefoot continued to catch 
flies. 

A new deal in management came 
two years ago, however, with a new 
committee appointed to operate the 
company. The committee consisted 
of Phelps Newberry, E. St. Elmo 
Lewis, Fred Smith and R. Y. Cutler, 
the last-named now being president 
of the company. The committee 
drafted E. J. Durkin, formerly a 
promotional executive with Hinde & 
Dauch Paper Company, Sandusky, 
O., who was named advertising and 
sales director, and is now vice- 
president. 

The new management tackled the 
job of simplifying the Tanglefoot 
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The sweetest melody out of the Midwest these days is the song 


of sales that KMBC advertisers are singing. The chorus concerns 


results—so consistent that three out of four accounts on KMBC 


are renewals. A three-part harmony of better programming, finer 


production and stronger promotion explains KMBC’s greater lis- 


tening audiences, revealed by survey after survey. Briefly, KMBC 


is “9 Ways the Winner” in Kansas City—setting a fast tempo 


of leadership in all nine standard measures of broadcasting 


superiority. Jot down some cheerful notes reminding you to call 


Free & Peters for more data on KMBC. 


your ears. 
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vertising men. 


July 6. Lord! how tired I am of 
all this tendency to ballyhoo the war. 
Magazine editors, newspaper column- 


ists, radio commentators and Wash- 
ington headline hunters all seem 
determined to dramatize it and jazz 
it up. They act like press agents 
for a “Roosevelt & Hopkins’ Greatest 
Show On Earth.” It is true that for 
awhile we had ringside seats at his- 


tory. But now we are in the ring, 
with a serious, dirty and dangerous 
job to do. We ought to cut out the 
showmanship and get on with it. 


July 7. The advertising manager 
for one of our clients telephoned a 
hurry-up call today for an agate rule. 


Seems that his Big Boss had sud- 
denly heard of agate lines, and 
wanted to measure one of his news- 
paper ads with such a rule. The 
A.M. was embarrassed not to have 
one in the house. It used to be that 


every ad man, like a good workman, 
carried an agate rule in his vest 
pocket. But nowadays one is hardly 
ever seen outside an art or mechani- 
cal department. 


July 8. Succeeded today in digging 
up a romantic bit of history which 
will add color to one of our products. 
It is not sufficiently recognized—espe- 
cially by the critics of advertising— 


that romance in its broad sense is 
the most wanted product in the 
world. So many people “lead lives 


of quiet desperation” that any adver- 
tising which offers them escape, and 
any product which offers them utility 
plus performs a profound 
service. 


color, 


July 9. A letter from an advertis- 
ing friend in England tells how they 


The Diary of an Ad Man 


This diary embraces the observations and reflections of 

one of America’s most prominent and widely known ad- 

It is presented in ADVERTISING AGE weekly, 

exactly as written, without benefit of “editorial direction” 
of any kind. 


Se 


have been forced there to make 
of smaller spaces in newspapers. } 
speaks of having to learn all oy 
again to make small space effect; 
and suggests that we may have 
do the same thing here. With 

shortage of newsprint yet, such 
there is in England, we may 

come to it. But it is true that « 
creators of advertising today eit! 
never had, or have largely lost, t 
art of making small space pay. 


July 10. A 
school wants to know how he 
begin now to prepare himself for 
job in advertising after the war. 
particular he asks, What are the b: 
books about advertising? Told h 
I held with J. Y., who says son 
where that the best books about ; 
vertising are not about advertisi: 
Meaning, of course, that advertisi; . 
is a subject as broad as life itse! 
and that it is better to read broad 
for an understanding of life, rat} 
than narrowly for an understar 
ing of advertising. 


young man in his 


July 11. Spent the morning pi 
ing apricots, whose lovely’ co) 
makes them the pleasantest of 


fruits to handle. Wished again th 
our civilization could be so organiz: 
that every man could have some su 
outdoor work part of every da 
There is mental as well as physic; 
health in it. 


July 12. Spent a_ twilight hou 
sitting on the fence watching my pig 
make hogs of themselves If por 
prices hold until fall I may even com: 
to feel kindly toward the farm blo 
in Congress, 


line, and emerged with the follow- 
ing products: Tanglefoot flypaper; 
Tanglefoot and Sure-Catch fly rib- 
bons; Tanglefoot Difusor (a patent 
insect exterminating device operat- 
ing on a steam atomization prin- 
ciple); Tanglefoot Difuso (a special 
pyrethum base insecticide used in 
the difusor); Tree Tanglefoot; and 
Tanglefoot gummed tape. This rig- 
orous Winnowing of the wheat from 
the chaff sent flying into obscurity 
two grades of fly spray, two grades 
of stock spray, garden spray, ant 
and roach powders, and a mosquito 
repellent. The new broom had 
swept. 

Incidentally, Tanglefoot flypaper, 
on which the company’s huge prod- 
uct pyramid was built, is now in 
great demand by the armed forces, 
particularly where those services 
are assigned to tropic climates. Sim- 
ilarly, Tanglefoot for years has 
employed the slogan, “Tanglefoot 
catches the germ as well as the fly.” 
This old tag-line received a fillip 
during the past year when two Yale 
scientists, Doctors Paul and Trask, 
announced that they had determined 
that the ordinary house fly was the 
carrier of poliomyelitis, the dreaded 
infantile paralysis. The new onus 
on the insect is added to the typhoid 
germ, also carried by flies. 


Curtailment Brings Problems 


Behind Tanglefoot’s pushing its 
gummed tape is a story of curtail- 
ment, of course. The difusor, which 
used a considerable amount of steel 
and was used chiefly by institutions, 
is no longer manufactured. The 
pyrethum base spray used in the 
machine is still being made, and 
presumably will continue to be pro- 
moted. The fly ribbons, which used 
to be a familiar trailer from fruit 
and vegetable vendors’ chandeliers, 
are gone for the duration, since a 
latex base was used in their manu- 
facture. 

Promotionally, the company will 
stress its flypaper in Country 
Gentleman, Farm 
ware Age, Holland’s Magazine, 
Progressive Grocer, Southern Hard- 
ware, Successful Grocer and over 
500 newspapers on Western News- 
paper Union’s Southern lists. 

Tree Tanglefoot has made strides 
in a comparatively new market. 
Originally, the company’s concep- 
tion of the market for this tree 
band, which prevents defoliation of 
a tree by insects, was limited to 
commercial growers. A survey 
proved, however, that the real mar- 
ket for the product lay in the mil- 


‘from the ravages of insects. 
|year Tree Tanglefoot will be pro- 


‘tion of sales problems. 


& Ranch, Hard- | 


lions of shade tree owners who had 
no way of protecting their trees 


Tl 1S 


moted in American Fruit Grower, 
American Home, Better Fruit, Bet- 
ter Homes and Gardens, California 
Cultivator, Hardware Age, Seed 
World and Sunset, and some jobber 
publications. 

According to Earl Lines, account 
executive on Tanglefoot for W. W. 
Garrison & Co., the pressure behind 
gummed tape signifies the new man- 
agement’s outlook toward the solu- 
It is pos- 
sible that Tanglefoot may bring out 
other products and merchandise 
them vigorously to their individual 
fields. 


Solvents to Gardner 


Solvents and Plastics Company, 
St. Louis and Louisville, has 
pointed Gardner Advertising Com- 
pany, St. Louis, to direct advertis- 
ing. Trade papers and_ business 
journals will be used. 


NEW HAVEN 
is FULL! 


ap- 


The first mortised locks for do rs 
and chests, replacing the old §°* 
lock that was fastened on the o''- 
side of doors, were first ma - 
factured in Westville, New Hay, 
by Blake Bros. in 1835. The B! 
Bros. were the first inventors of 
builders’ hardware for homes 
factories. 


Che New Haven Register 


’ 


ee me 5 i leo aa ‘ i 
°” 
oe 
| 
= ee f J 
" Le eennnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnneeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee eee eee = 
a $ 
=) hd 
me | Fi 
i ji an 
Al 
a ee - 
sd ee - 
rea in 
Pile > F¢ 
ire in 
eens m 
_—" 
: a br 
<. 
| dj ye 
poem, th 
pal, pa 
m< 
Pe = 
Thin, a, ye 
2 ” 
ah oe a 
peer) ie P} 
ba st tir 
en 
sti 
| er: 
pe pe 
| UYERS re 
. iced re] 
eee el 
ae _ —“C™sSCsY ig 
i eh ae a { 
= - ne 
ae po 
oe ae © wh 
a a we 
i eee 
aor p : - 
7 bar eke RNR Ae Sam Ri TNR - 1 
ae f b =. Somes J —— =e pre 
Bite 45 - (per ye = 2 + 
. —_—- — — ——_——_——— Se 
‘aa ’) M 
one — ee ene eee SN — 
aay pa —— SSS SS SS 
wae OQ)? eS a . 
— -<e---- ---- | 
7 > Bi 
| 7 j 4 f oo _ - b. | 
§ ‘ee: , 2 === se == ; 
= Ate Sein wa? fia wea f - 
es = : a. 4 ’ 
sa zs -—<—<—S— 37( 
SRS cet ee 
bss div du 
5 ll 19: 
cee aoe 
‘ Baa C & 
a : =: et ee ee ee | 
ae Ar 
a eA wi 
ee Ss € 
. 2 ee cabiemmamnmiademmaimanins en 
Gee a “| ie ' RR A RN 89" 
a a 8 
ae sar 
ag a - 
¥ ; a = | 
; a ee | — - 
; ee = z 
Ore = ' 
F ; — il : 
\ eee | 
a ry Wiee 
| a HE 
=” 
L— 
, ee —I & a 
; oe Wii My 
ee aie | 
ie > » Te ’ 
a - & i bie 
aE ; ¥ oat : n 
ie SS = rw 
ae I | a fe 
i -* iF os é 
3 < | | 7 | 
é a I} ae, 4 
ee Se 7 WY 
ps — ~ 3 7 « 4 
: a ee Lou _ —— es 
a 
ie 
ee 
m FREE & PETERS, INC. CBS BASIC NETWORK ee 
— — 
—— 
ae 
See r aa oe at bey ils, og, th ve ain te ae ee peer ace et (eee ee) 1 @ <td Role cane Ste) ee Sa 
ee ee OR ee aM, Se nek cy ee EA A i a ee fe e's ENS mar fh 2 Ue ony Na ined, aE oe ES aa ee ae. oe Se ee ae ee ee 
ERIS eee 2 A Ria ae er ee I aa De er ee ai: Ree fd Sada Sha, oe i. Me fey ae pe ee 
ete. #3 Bayt a er SS é pr. be st. = - thus at 2 es z aga bate wigs ee Era 2 hy ag - a oe we ae ks $s . 
ia Se <a es SOBEL, Se yy " Pe ™ ao z FR . 1 . | Ue ah ee m7. é; m f ee yar, : ae Re a , - re 7a ak + a 


July 20, 1942 


ADVERTISING AGE 


Earnings Rise; No 
Lefup in Promotio 
for Brown-Forman 


Distiller's Stocks 
at Peak; Will Push 


Bourbon Brands 


Z 


York, July 14. — Simultane- 
ous!y with the issuance of Brown- 
Forman Distillers Corporation’s 


31, 1942, net profit totaled $2,000,- 
/144, compared with $2,363,236 for 
| the comparable period a year ago. 

| 


International Shoe Co. 

| Net profit for six months ended 
May 31 amounted to $3,631,535, 
against $2,750,812 for the same 
‘period of 1941. 


Manhattan Shirt Co. 


For six months ended May 30, net 
profit was $295,631, compared with 
| $228,357 for the comparable period 
|of 1941. 


| Devoe & Raynolds 


| Net profit for six months ended 


Commercial Credit Co. 


For five months ended May 31, 
net income, prior to tax deductions, 
totaled $5,725,950, against $5,520.- 
449 during the same period a year 
ago. 


Underwood Elliott Fisher 

For the six months ended June 
30, earnings were $636,845, com- 
pared with $1,617,214 for the same 


|period of 1941. 
Celotex Corporation 


Net profit for six months ended 
April 30—$518,013—compared with 
$761,235 during the comparable 
period a year ago. 


half times greater than a year ago, 
net earnings for six months ended 
April 30 totaled $5,193,024, com- 
pared with 
same period of 1941. 


Phillips-Jones Corp. 

For six months ended May 31, net 
profit was $308,338, against $207,- 
765 for the same period a year ago. 
Farnsworth Radio 

Net income for the year ended 
April 30 was $642,237, compared 
with a loss of $181,857 during the 
comparable period a year ago. 


Begins Broadcasting 


$4,789,165 during the} 


17 


Cincinnati Adclub Elects 
Governors, Officers 


The Advertisers’ Club of Cincin- 
jnati has elected the following to its 
board of governors for a two-year 
term: James W. Petty, advertising 
|director, The H. & S. Pogue Com- 
pany; M. F. Allison, sales promo- 
| tion manager, Station WLW; Charles 
Fay, Foto-Lith Company; Carl Ford, 
|president, J. W. Ford Company: 
| George Schultz, national advertising 
|manager, Cincinnati Enquirer, and 
|Ed Sunderman, Westerman Print 
| Company. 

| New officers selected by the board 
jare Mr. Petty, president; Mr. Ford, 
| vice-president; A. H. Apking, adver- 
| tising manager, The E. & J. Swigert 


a 


May 31, $423,036, compared with Firestone Tire & Rubber 


ann report for the year ended | $301,768 during the same period a In 


Station WSNY, Schenectady, has|Company, secretary; and Cliff Fox, 


Apri! 30, came assurance this week ; spite of provision for excess begun broadcasting with 250 watts | president, Fox Sign Company, treas- 
oa despite complete plant con year ago. profits taxes that was eight and a on 1240 kilocycles, unlimited time. | urer. 
na s - | 
version to alcohol for war produc- | 
tion, peak stocks on hand will result | — 4 
in yntinued advertising of Old| a 
Forester and Early Times bourbons _-—-=- 
; - 
in newspapers and magazines. Pro- | ae 
motional expenditures for the two | _ 
brands totaled about $200,000 last a= 
ve« 


Brown - Forman’s net income for 
the fiscal year was $350,923, com- | 
pared with $231,764 during the 12) 
months ended April 30, 1941. Sales 
for the fiseal year just ended totaled 


Too important to be 
cone against $8,095,549 a Wii overlooked. ee 


~ 


PHILIP MORRIS SALES UP = 


=e, 
New York, July 14.—Sales of ie 
¢ 
~~ 
~~ 


Q. Who reads advertising? 


A. A safe answer would be—just about everyone. 


Q. Does advertising pay? 


A, Advertisers are smart folks. They wouldn't 
spend millions yearly for advertising if it didn’t. 


Philip Morris & Co. attained an all- | 
time peak during the fiscal year 
ended March 31, and despite sub- 
stantially increased taxes and op- 
erating costs, net earnings for the 
period rose over the previous year, 
according to the company’s annual 


an advertisement? 


A, Now that’s tough. All parts are important 


Dh hii | 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
Q. What is the most important part of : 
| 
| 
| 
| 
| 
| 
| 
| 
| 
4 


Sales for the year just ended| a to its success. 
d totaled $112,565,201, compared with | 
on $87,352,065 for the 1940-41 period, ie 
his a gain of 29 per cent. Consolidated — 
at net earnings, including those of the | — " 
a wholly-owned English subsidiary, as. i: 
rh were $7,792,565 for the year ended __ m 
nia March 31, against $7,360,669 for the — a 

eran res ~ . . 
ed preceding year. | but for the sake of argument, let's consider ty pography. os _ 
be isti ‘ , ‘ =a 
™ Schenley Distillers | By the expensive and painful trial-and-error method most ~ 

Net income for nine months ended : ; 
unt May 31 was $4,436,829, compared advertisers have at long last learned the great value of 
W. $ > arable | , ie 
ind ero at ee Seen typography in advertising — the attention-arresting and 

pet oa O ° - - 

in- . : . : . . . . . . oa _ . 

; , appealing arrangement of illustration and type which cause mutting all these factors back of his message. it would be 
lu- @ Bireley’s, Inc. PI B e pe ‘I ; I © a 6 
os- For the quarter ending April 30, their message to be read. The secret of typography’s value extremely short-sighted to neglect the thing which ties 
out §& net income before taxes was $64,- hte : “ae . , _ ; ; 

_ s a secret—lies in the fact that it meets the eve first. them all together—typography. 

lise 370, against $10,437 before taxes an ne 00 8 One -” staan - . “ 08 Poy 
4 il ri , > . ¢g c j "rr . . 7 hl . 
) i the comparable period ma The reasons that cause a person to read an advertise- It is here that ATA service comes to the rescue of the 

— ane | ment are several. It may be a striking caption—“A Stop- advertiser who wants to get maximum results. The broad 

— R.C. Williams & Co. “i veep | . = has 

Net profit during the year ended per.” It may be the illustration, attention getting for any experience of the ATA member is at his disposal. His ex- 
oe April 30 was $306,929, compared number of reasons. It may be an unusual use of color. a pert knowledge of layout and production problems, his 
“. with $157,825 for the comparable | . a 
andl period last year. | unique treatment of layout, a bold and impressive use of sound judgment on the making of plates, his familiarity 


Nestle-Le Mur Company 
Net income for eight months 
ended April 30 amounted to $85,- 


type. But whatever it is, the reader's attention is drawn with the best usage of type make his services invaluable 


and held by the general appearance of the advertisement even before the job goes into work. 


897, before federal taxes, against a split second before he comprehends its aim. Afterward, his expert craftsmen, modern equipment and 
$33,131 before taxes during the 
same period of 1941. 


Advertising is prepared to be read. Advertising space complete facilities carry it swiftly and surely to completion 


Bulova Watch Co. 


For the fiscal year ended March 


runs into important money. First string copy writers are —on time. If you are not familiar with the many services 


SILT well paid. Leading illustrators command an ATA member offers you, we urge you to contact the 


> 


A 
+ 


fod + substantial fees for their work. Engrav- nearest member company without delay. It may mean 
a : > ing, that such workmanship deserves, the difference between mediocrity and distinction in your 

We 7 

«< z 


adds to the total. When an advertiser is advertisement work, 


IME RAK AY 


Advertising Typographers Association 


OF AMERICA, INC. 


HTL 


MEMBERS e 


AKRON, OHIO 
The Akron Typesetting Co 


CINCINNATI, OHIO DETROIT, MICH. 


The Thos. P. Henry Co 


NEW YORK, N. Y. Master Typographers, Inc 


PORTLAND, ORE. 


The J W. Ford Co 


George Willens & Co 


Ad Service Co 


Morrell & McDermott, Inc 


Paul O. Giesey Advertising 


‘ j s George Mullen, In Typogranher 
rs BALTIMORE, MD. ee Chris F. Olsen, Inc. 
OX The Maran Printing Co CLEVELAND, OHIO INDIANAPOLIS, IND. PP rere ry) Peedecick W Schenide. t 
‘ BOSTON, MASS Bohme & Blinkmann, Inc. The Typographic Service Co., Inc. As eaten “_ — F Scanian 1 an : oie — ST. LOUIS, MO. 
é , . Schlick-Barner-Hayden, Inc. runtype, Inc Superior Typogra > Brendel T hic Se 
u- The Berkeley Press Skelly Typesetting Co., Inc KALAMAZOO, MICH. Associated Typographers, Inc Supreme Ad Service, Inc endel Typographic Service 
n, H. G. McMennamin Claire J. Mahoney Atlas Typographic Service, Inc Tr Arts Press, Inc 
ke BUFFALO, N. Y. DALLAS. TEXAS eee Central Zone Press, Inc Typographic Designers, Inc SAN FRANCISCO, CAL. 
: m, LOS ANGELES, CAL. Diamant Typographic Service Typographic Craftsmen, Inc Taylor & Taylor 
of Axel Edward Sablin Jaggars-Chiles-Stovall, Inc William Carnall . . The Typographic Service Co 
ad Typographic Service Samuel Katz, Typographer A.T a eft i + Inc bd von. he . 
| CHICAGO, ILL. DAYTON, OHIO Rising-Hammond, Inc. Empire State Craftsmen, Inc SEATTLE, WASH. 
J. M. Bundscho, Inc Dayton'’s Typographic Service MILWAUKEE. WIS Frost Brothers, Inc PHILADELPHIA, PA. Frank McCaffrey 
The Faithorn Corp Diem tiie . z Graphic Arts Typographers, Inc Walter T. Armstrong, Inc 
oO m Z, 
cr ee Se ecsen oven, DENVER, COLO. George F. Wamser, Huxley House John C. Meyer & Son MONTREAL, CANADA ; 


Inc 


The A. B. Hirschfeld Press 


Typographer, Inc King Typographic Service Corp 


NEW YORK CITY -« 


Progressive Composition Co Fred F. Esler, Ltd 


EXECUTIVE SECRETARY 


EXECUTIVE OFFICES: 461 EIGHTH 


AVENUE, ALBERT ABRAHAMS, 
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of our workers about two weeks ago. 
The colorful job ticket is constantly 
before them as a reminder. The 
booklet lists 15 ways employes can 
help win the war while on the pro- 
| duction line. 

| Of course, these were written 
j}and slanted for their particular 
readers, both as to art and illustra- 
tion. The girls not only read jt: 
| they have taken it home to show 
|their family and friends, and io 


plod. Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Familiar Features CHANGEOVER 
Retained in War Copy 19 42 


To the Editor: We have ham-; g Q 
mered away at the “exclusive fea- “GPEED VEEN 


any bottleneck in the past, there 
is no bottleneck now, and there is 
none in the offing. Surely he didn’t 
|get this impression from Mr. East- | 
man’s address at the recent AFA | 


ture” story in our advertising for | Ofer, convention. —_—_——— _keep. Best of all, we are now gert- 
so many years that our agency, | Radical Changes Ray MAXWELL, | |ting that increased production so 
Geer-Murray Company (Oshkosh, | He BOWL-SHAPED TUB Advertising Manager, Missouri ‘urgently needed. 
Wis.), has been reluctant to drop it. | for greater speed Pacific Lines, St. Louis, Mo. MTs xsvratoe oe oe eee | While neither a sales nor an «4. 
We think they came up with a Fo DOUBLE WALLS [Editor’s Note: The _ reporter tenke or planes or warships fighting the Mane end | vertising piece, it does perform : ne 
clever way of putting across our to retain heat might have been more specific. He | Ar average operat r should produce —___preces |of the essential “selling jobs” of *»- 
war production story without al- Ho STEEL CHASSIS was thinking about overseas trans- | will be able to do considera at | day. It may be of interest to you 
lowing the dealers to forget the for greater strength portation. ] tle ore agli pane | readers, some of whom must h: ve 
“exclusive features” of our peace- Ho WRE-CUATE DRIVE “ee hag ty = Ben re | similar problems to meet. 
time product, Speed Queen washers. for longer Wife TE A. B. DRULLARD. 
The ad shown here is appearing He SUPER-DUTY WRINGER Spur Production Soldiers oe ree 8 eee New Yor! 


‘urr ‘a i 3S é 2 NOW Let's all work together 
currently in «<4 oo ™ a work ogee 
Advertising Manager, Barlow & 
Seelig Mfg. Company, Ripon, 
Wis. 


for greater efficiency 


7 } 


To the Editor: Enclosed is a copy 
of a morale booklet recently pre-| ~~ _— ee ° 
pared for one of my clients, the Printed in red and blue on white, this Admen Aid Defense 


General Ceramics Company, to- job ticket has helped production soldiers | Effort in Ohio 
OMPANY + RIPON , of the General Ceramics Co. speed | , . 
To the Editor: I am certain yoy 


ISCONSIN . . 
gether with a sample of a new job : “ag 

: sit construction of radio insulators for fight- ; : ; 

U FEN ticket or work card. ing equipment. 9 will be interested in another con- 


teetures which hove been se efective egeinst Step in end See Us ot the 
Chicago Market Moke 
SPACE 530 


Tour Heedqverters 


ond the like, thet get in its wey! 
c 


Rubber Shortage a Myth, 


Simpson Reiterates 

To the Editor: My attention has 
been called to your issue of June 
15. in which, under “Listening 
Post,” you write about my appoint- 
ment as counsel to the House com- 
mittee on coinage, weights and 
measures, which is investigating the 
rubber situation. 

I am taking this opportunity to 
clarify the statements made in your 
article so that you may present the 
true facts to the readers, all of 
whom today are as vitally interested 
in the rubber situation as you and I. 

I have proved conclusively before 
Congressional investigating com- 
mittees that the rubber shortage is 
a myth and that it was “created” 
by the few large rubber combines 
who want to exterminate all their 
competitors — even though they 
know that their actions would im- 
pede our war effort, hold back vic- 
tory and persecute the people. 

On the basis of my statement that 
10 million tons of scrap rubber can 
be collected, paid propagandists of 
the rubber trusts attempt to instill 
suspicion in the minds of the public 
by asserting that we have imported 
only 10 million tons of crude rub- 
ber—an equal amount—in the last 
100 years. 

But they fail to tell the public 
that no product is ever made of 
pure rubber. For example, a rub- 
ber mat contains 5 per cent crude 
rubber, some _ reclaimed rubber, 
rubber extender and a tremendous 
amount of filler and coloring. Actu- 
ally only one-twentieth of your 
rubber mat is crude rubber. The 
average rubber tire that weighs 
approximately 23 pounds, contains 
only 6 to 8 pounds of crude rubber. 
The rest of the tire consists of 
fabric, chemicals, some reclaim and 
carbon black filler. 

Actually five and a quarter mil- 
lion tons of crude rubber have been 
imported into this country in the 
past 10 years. This has been used 
to manufacture approximately 40 
million tons of rubber goods. 

We must always remember to dis- 
tinguish between the weight of 
scrap rubber and the crude rubber 
content of the scrap. We must not 
allow war profiteers to confuse us. 

Of the 40 million tons of rubber 
products made in the past 10 years, 
only two million tons have been 
reclaimed, leaving approximately 38 
million tons of rubber which is 
either now in use or available for 
reclaiming. Thus—allowing for a 
small amount of rubber that has 
been burned and a larger amount 
still in use—it is a simple matter 
to see that my estimate of 10 mil- 
lions tons is very conservative. The 
scrap is available. All we have to 
do is dig it out. 

I have stated that $40,000,000 is 
sufficient to build enough plants to 
reclaim 2,000,000 tons of scrap rub- 
ber. In the face of charges that 


this is a “wild statement.” L. Albert | 


& Co., largest used rubber machin- 
ery dealers in the United States, 
have offered to supply the nucleus 
of 25 reclaiming plants for $100,000 
each. These 25 plants at a com- 
bined cost of $2,500,000 could pro- 
duce 20.000 to 30.000 tons of 
reclaimed rubber each, yearly 


ARLO EELIG MFG 


Washers and Jroners 


Barlow & Seelig manages to tell its war 

production story without failing to re- 

mind dealers of the special features of 
its peace-time product. 


Brand new machinery for a new 
process which reclaims rubber in 
less than an hour would cost a little 
more than $400,000 a plant. 

At a much smaller cost and in a 
comparatively short time, rubber 
manufacturing plants can be con- | 
verted into reclaiming plants for 
$15,000 to $25,000 per plant. Thus 
the foregoing facts support my 
assertion that adequate reclamation | 
facilities can be provided for less | 
than $40,000,000. 

Despite any statements to the 
contrary, I am ready to prove that 
$500,000,000 will get enough rubber 
out of South America for both mili- 
tary and civilian needs. The Bra- 
zilian government states it has 
between 300,000,000 and 600,000,000 
rubber producing trees, which can 
yield a minimum of 1,200,000 tons 
of rubber per year. Additional rub- 
ber plants are available in other 
parts of South America, Central 
America and Mexico. 

On this basis we would have 
500,000 to 600,000 tons of actual 
crude rubber for $500,000,000 in- 
stead of spending $650,000,000 
merely for building synthetic plants 
—even before production is started. 

If the “big four,’ Goodyear, 
Goodrich, Firestone and U. 5S. 
Rubber—are successful in extermi- 
nating the six or seven hundred 
competitors, they will have a com- 
plete monopoly on the rubber busi- 
ness. The only way for the small 
companies to exist is to get direct 
war orders for themselves or sub- 
contracts. They have been unable 
to obtain either. Therefore, unable 
to get war work, they are being 
crushed out of business. This will 
leave a situation of only the big 
companies in business when the war 
ends. They will then be able to 
step right in and obtain a strangle 
hold on America’s rubber industry. 

In the spirit of fair play I hope 
you may see your way clear to 
inform your readers of the true 
facts, either by publication of the 
enclosed letter or by your own | 
editorial. 


| 
| 
| 


Etuiot E. SmPpson, 
L. Drexsage Company, New 
York. 
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Transportation Field 
Doing a Bang-up Job 

To the Editor: On page one of the | 
July 6 issue of ApvVERTISING AGE | 
there is a very fine story about the | 
job advertising is about to under- 
take in the salvage of waste ma- 
terial. What particularly impressed 
me was the following sentence: | 
“The other bottleneck is transporta- 
tion.” 

Has the author in mind domestic 
or overseas transportation? If the 
latter, he is probably right—all I 
know about that is what I read in 
magazines and newspapers. But if 
he is referring to domestic trans- 
portation, of which the railroads | 
haul the greater share, then he is 
all wrong, because there hasn’t been 


Unfortunately, the problem here) 


is not uncommon today. It seemed 
obvious that our people were not 
taking their jobs seriously enough; 


production (even piece work) | 
lagged, and there was altogether | 


too much breakage. And mean- 


while Washington 
pressed for deliveries. 
This booklet was rushed through 


crete example of how advertising 
men are doing their part in he!p- 


war/ing to promote civilian defense 


throughout the nation. 
Two prominent advertising men 


as an educational and inspirational|laid the groundwork for the «t- 
piece, and a copy was given to each! tached “Red, White and Blue-Print” 


There is no paper shortage in America! Vast domestic supplies 
of timber and other materials enable efficient mills not only to 
meet Government's every requirement for war, but leave plenty 
of paper for civilian use. With two great mills in the heart of the 
timber regions and another mill just one night’s haul from the 
north’s many industrial centers, Champion is in excellent position 
to supply all grades of paper in almost any quantity. War orders 
come first, but they leave more than enough paper to meet the 
needs of Champion customers. Direct mail still is a most effi- 
cient and economical method of selling: use it as your busi- 


ness demands, for there is no shortage of Champion paper. 


THE 


Manufacturers of Advertisers’ and Publishers’ Coated and I neoated Papers, Cardboards, Bonds, Envelope 


CHAMPION PAPER AND FIBRE CO. 


MILIS AT HAMILTON, OHIO... 


and Tablet U riting 


DISTRICT SALES OFFICES 
NEW YORK, CHICAGO, PHILADELPHIA, CLEVELAND, BOSTON, S71 


HOUSTON, TEXAS 


2,000,000 Pounds a Day 


LOUIS, CINCINNATI, ATLANTA 
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kit, just released 
our cils in the state of Ohio. 

James L. Hubbell, former presi- 
dent of the Cleveland Advertising | 
Clu! and the International Affilia- 
tion of Advertising Clubs, who is 
now a member of the executive staff 
of (.e Ohio State Council of De- 
fen: , coordinated and was respons- 
ible for producing the entire pro- 
ra! 
< addition to our own staff, | 
Bye and Bowman Advertising| 
Agency, Columbus, volunteered the | 
serv ces of Gus K. Bowman, former | 
pres ent of the Columbus Adver- | 
tising Club, to help in the advertis- | 
ing and promotion of this specific) 
roject. 
; The kit, which maps plans for} 
victory parades in cities, towns and 
villages throughout the state, con-| 
tains a unique feature in the “walk- 
ing floats” that require no rubber | 
or strategic material of any kind. | 
Ad material for these floats was the | 
contribution of Mr. Bowman. 
The effectiveness of this promo-| 
tion is evident in the immediate re- 
sponse, not only from the defense 


in Ohio has been most gratifying. 
ForRD WORTHING, 
Press Relations Division, Ohio 
State Council of Defense, Co- 
lumbus. 


Frank Copy , 


To the Editor: No greater can- 
dor has been seen in drug advertis- 


v 


NOTHING CAN DO 
_ MORE FOR YOU 


in the entire field of aspirin than St. Joseph 
| Asptrin: None faster, none safer. The | 
| world’s largest seller at 10c. Also sold 
in economy sizes — 36 tablets, 20c, 100 
| tablets, 35c. Demand St. Joseph Aspirin. 


ing than this advertisement which 
appeared in New York papers re- 
cently: “Nothing can do more for 
you.” 
ALDEN STAHR, 
Rahway, N. J. 


v , 
How About the Back? 
To the Editor: The planned drive 


councils in Ohio where this material | for the use of the American flag on 


was released, but also in requests | 
from other states in the Union. 

I hope you will find a story in this | 
letter with enough news import for 


the magazine covers for the issues 


to all defense men are giving to civilian defense the commercial advertising. 


The enclosed copy of the current 
Gulf Life Insurance ad in the Flor- 
ida Grower is an example of how 
this planned program could have 
been expanded even beyond the 
success it has been. 

No doubt, the flag theme will be 
employed again as a feature of the 
covers for Labor Day, or the issues 
nearest that date. If it is too much 
or too late for the publications to 
feature the flag so soon—it is sug- 
gested that a word of encourage- 
ment to the advertisers will bring 
about a good display of the flag. 

A. P. PHILLIPs, JR., 

A. P. Phillips Company, Or- 

lando, Fla. 

[Editor’s Note: Before too many 
advertisers get too enthusiastic 
about using the flag in their back 
cover or any other advertisements, 
they had best check carefully with 
regulations and suggestions govern- 
ing such use. While such purely 
patriotic messages as that of Gulf 
Life can scarcely be questioned, 
use of the flag in product advertising 
is technically 
most states. ] 

v 


’ ¥ 
out nearest July 4 was an obvious | Nail Still Missing 


acclaimed success. 
However—a study of the back 


To the Editor: Pardon us for in- 
truding at this late date in the dis- 


publication in ADVERTISING AGE. The pages of the current magazines fails cussion as to who was first to apply 
cooperation and help advertising| to reveal similar use of the flag in| Benjamin Franklin’s “For Want of 


against the law in| 


a Nail” verses to present-day con- 
ditions. But a fact is a fact and 
should be told: 

As far back as August, 1941, our 
clients, The Chek-Chart Corporation, 
while working with the War Depart- 
ment in the development of a lubri- 
cation program for ordnance ma- 
terial, were struck by the analogy 
between the horseshoe nail of earlier 
wars and the lubrication that pro- 
tects the machines of a mechanized 
war. 

They accordingly prepared a 
paraphrased version of the famous 
lines in which the horse became a 
tank and the horseshoe nail a film of 
oil. Separate versions were pre- 
pared to apply to trucks, tractors 
and passenger cars, in addition to 
tanks. 

Altogether more _ than 10,000 
|copies were distributed throughout 
the oil industry and among army of- 
ficers. Hundreds have been framed 
to remind maintenance men of their 
responsibility in the matter of prop- 
‘erly lubricating the equipment in 
| their charge. 

To lend further emphasis to the 
lesson of the celebrated lines, Chek- 
Chart purchased 10,000 horseshoe 
|nail rings as a reminder to service 
|/mechanics to check and double check 


‘the oil. 
. J. C. BACHRODT, 


Rogers, Gano & Bachrodt, Inc., 
Chicago. 


Proper Use of the Flag 

To the Editor: While the manner 
in which the nation’s publications 
unanimously used the American flag 
for their July covers is notable, I 
should like to bring to your atten- 
tion the singularly respectful man- 
ner in which it was used by 
Timberman. 

“When flags of states or cities or 
pennants of societies are flown from 
the same halyard with the flag of 
the United States of America, the 
latter should always be at the 
peak,” says the War Department on 
the proper display of America’s 
| Star-Spangled Banner. 
| The Timberman recognized this 
regulation and interpreted it by 
printing its own banner-line at 
the bottom, printing nothing above 
the flag. Refer to the illustration 
of July covers which appeared re- 
cently in ADVERTISING AGE and you 
| will find this point was completely 
missed by editors and art directors. 

There is majesty in this Timber- 
man gesture that must spring from 
the majestic forests where this 
| publication has drawn its life-blood 
for 43 years. 

DONALD R. DAwson, 
| Promotion Manager, Portland 
| Oregonian, Portland, Ore. 
v v v 


| Still a Partner 


To the Editor: In your column, 
|““Admen in the Armed Forces,” in 
| the July 6 issue of ADVERTISING AGE 
you report that E. B. (Dane) Soren- 
sen, “formerly” partner in Fielder, 
Sorensen & Davis, has joined the 
Army and is at Camp Cooke, Cal. 

Mr. Sorensen very definitely is 
still a partner in this business and 
maintains his interest in our busi- 
ness. He is simply absent on leave 
from the business for the duration, 
and will return to us just as soon 
as the war is over. 

HARRISON DAvis, 

Fielder, Sorensen & Davis, San 

Francisco. 


v v v 
Negro Market Important 

To the Editor: I found your 
report about the marketing forum 
sponsored by the New York Amster- 
dam Star-News in your June 29 
issue most interesting, and would 
like to add that there is a vital need 
now for every advertiser and space 
buyer to make a study of the Negro 
market. 

When John J. Hagan, space buyer 
for Lloyd, Chester & Dillingham, 
stated that he did not believe more 
than one out of ten space buyers in 
New York City has ever been above 
125th street, Mr. Hagan sure did 
hit the nail on the head and knows 
whereof he speaks. 

It is nearly time that advertisers 
and space buyers would start to 
realize the value of the Negro mar- 
ket, and make a study of it by the 
inventory method. 

For the past few years I have 
spent considerable time in studying 
the Negro people and their buying 
habits, and, therefore am in a posi- 
tion to know that there is a vital 
need for space buyers to get busy. 

Epwarp J. DUuFFy, 
Flushing, New York. 
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Grocery Products 
Plans Jewish Campaign 


Frosted Foods May 
BP anerwnen’ 4 a Products Company, ' ' 
jae ewan Siaier oenseece Become War Baby’; 


New York, as merchandising coun- | 
sel in the Jewish field. 

Plans for Jewish radio programs Bud efs Increase 
and newspaper advertising are be- 
ing formulated to start in Sep-| 
tember. 


Birdseye Exands 
Advertising with 
Higher Output 


New York, July 16.—Frosted 
foods, subject of one of the depres- 
'sion decade’s most fascinating mar- 
keting sagas, will become one of 
the outstanding “war babies” of the 
|current world conflict, if present 
|trends continue. 
| The extent to which the dozen- 
|year-old industry has overcome re- 
|tail equipment problems to achieve 
national distribution was revealed 
this week in a portion of the Na- 
‘tional Survey on Nutritional Infor- 
|mation made for General Foods 
|Corporation. (Page 1, ADVERTISING 
| AGE.) 

The survey reported that 13.8 per 
radio on t’ WFDF Flint, Mich-| cent of the families in a nationwide 
igan?” | sample were regular users of quick 

: frozen vegetables, while 10.8 per 
cent served quick frozen fruits. 


“Say, pal, how “bout turnin’ the 


Also emphasized in the survey was! Birdseye, packed by General Foods’ 
the concentration of frosted food) subsidiary, Frosted Foods Sales Cor- 
sales in urban areas and upper in- poration, is nationally advertised, 
come brackets. According to the| having achieved national distribu- 
report 22.8 per cent of all urban| tion city-by-city early in 1940. 
families interviewed used quick With a virtual “green light” for 
frozen vegetables, 17.9 per cent) continued expansion from the gov- 
quick frozen fruits, compared with| ernment, Birdseye will boost its 
3.7 per cent and 2.8 per cent respec- | national advertising in magazines 
tively for rural families. nearly 25 per cent during the com- 
In upper-income brackets, 22.2\ing year, approaching the $500,000 
per cent of the families queried figure for the first time in its 
used quick frozen vegetables and / 12-year career. 
17.6 quick frozen fruits, compared | Plans for the 1942 pack call for| 
with 8.4 per cent and 6.5 per cent/adding full pages with nutritional 
respectively for the lower income|copy in Good Housekeeping and 
brackets. Woman’s Home Companion to the 
At the present time close to 30,000| present schedule, which includes 
retail stores are equipped with) Collier’s, Ladies’ Home Journal, 
refrigerated display cases for | Life, and The Saturday Evening | 
frosted foods. | Post. 
Current sales records promise to| The second ranking processor in| 
be eclipsed in the near future, how-/ the field, Honor Brand, a division of 
ever, for frosted foods require no| Stokely Brothers & Co., Indianapo- 
critical packaging materials. To) lis, is increasing promotion on the 
offset curtailed production of canned | Pacific Coast, where it has its strong- 
foods, the War Production Board | est distribution, and in the institu- 
has begun to release retail display | tional field. Since Stokely acquired 
cases already completed, so that| Honor Brand from Max Waterman, 
frosted food packers can step up| New York produce distributor, in 


their distribution, especially in war 
production areas. 


140 Packers in Field 
Altogether 140 companies are now 
packing and_ distributing quick 
frozen foods, but only one brand, 
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A Percentage of Home Coverage by The Toledo Blade—by Counties 


homes th 3 


Thoroughness of coverage of its complete retail 
trading area ranks The Blade as outstanding among 
top-flight metropolitan dailies—In Metropolitan 
Toledo coverage is in excess of 100‘:, due to the 
large number of workers in Toledo's busy factories 
who live outside the city limits but buy their copies 
of The Blade on their way home from work— 
Throughout the entire trading area, both urban and 
rural, readership built up over a period of 106 years 
now totals—2 homes in every 3. 


SENECA COUNTY 


*31% 
— 


WYANDOT 


*22% 


OHIO’S 
3rd LARGEST MARKET 


—doubly busy today 


The Toledo Trading Area (A.B.C.)—3rd 
in population, 3rd in Total Retail Sales, 
3rd in Department Store Sales, 3rd in 
Food Sales, 3rd in Drug Store Sales 
among Ohio Major Markets — (Latest 
U. S. Census) is doubly busy today 

Toledo's 500-odd factories are working 
on a 24-hour war production basis; 
the area’s *31,765 farms are producing 
new high quotas as set by the Depart- 


1939, distribution has been ex- 
panded to include the Pacific Coast, 
New York City, Chicago, Philadel- 
phia, Washington, Pittsburgh, Bos- 
ton, Detroit, Dallas, Houston, Indi- 
anapolis, Atlanta, and several other 
markets. 


various cities use newspapers and | 
spot radio with cooperative support) 
from Stokely Brothers based on 
accumulated earnings. Calkins & | 
| Holden is the agency for Stokely. | 


Distribution Solved 


Virtually all of the remaining 
'quick frozen food distributors are | 
| confined to regional and local terri- | 
| tories. 

The tremendous capital invest-| 
|ment required for plant equipment, | 
land especially for retail display 
|cases, proved a major hurdle to 
|distribution in the early 30’s, but 


i'has largely been licked by lower | 
|/manufacturing costs and combined | 


rental- purchase plans. Retailers 
with Birdseye franchises, for exam- 
ple, now own their own equipment 
two to four years after beginning 
rental. 

Close integration of advertising 
with retail merchandising has been 
an important factor in Birdseye’s 
rapid growth, according to Clarence 
Francis, president of General Foods. 
Half page ads in Collier’s, Life, and 
The Saturday Evening Post feature 
\fruits and vegetables that are out 
lof season. 

Birdseye merchandising men pro- 
vide each dealer with correlated 
material for the display cases, and 
where volume warrants, handbills, 
direct mail material, and newspaper 
mats. Price tickets and product 
photographs at the point of sale are 
changed regularly, assuring maxi- 
imum attention to each week’s spe- 
|cial. Dealers are also supplied with 
|educational and nutrition booklets 
and recipes. 


Domestic Field Open 


Just as nationwide expansion of 
Birdseye has been carefully planned 
| and controlled since General Foods 
\first tested the line in 20 Spring- 
‘field, Mass., outlets in 1930, sales 
| and production quotas are estab- 
|lished a full year in advance for 
each item in the line. Acreage con- 
tracts, seed purchases, volume of 


Honor Brand distributors in the) 


TOLEDO BLAD 


One of America’s Great Newspapers 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


ment of Agriculture. packaging materials, production 


routes and schedules for the port- 
able quick freeze apparatus devel- 
oped from the original Clarence 
Birdseye process and display mate- 
rials must all be established to 
assure perfect coordination of pro- 
duction and merchandising. 

The government’s increasing in- 
terest in dehydration for overseas 
shipments and the shortage of can- 
ning materials are expected to give 
the frosted foods industry 9 an 
increasing domestic market for the 
duration. 


VALUE 


MARKET 


*Farm income—-40™ above state average 


Two to Chirurg 

Tobe Deutschmann Company, 
Canton, Mass., manufacturer of elec- 
trical noise eliminators, and Bristol 
Company, Waterbury, Conn., manu- 
facturer of controlling, recording 
and indicating instruments, have ap- 
pointed James Thomas Chirurg 
Company, Boston, to counsel them 
on war production drive programs. 
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You con speed Victory by satveging end seti- 
ing eld metal. The steel industry needs scrop! 


WICKWIRE SPENCIR 
STEEL COMPANY 


Boris Artzybasheff's talent helps sel! he 

war and put over the company's prod. 

uct message in this institutional copy, 

to be carried in Business Week, Time 

and business papers by Wickwire Spencer 

Steel Co. Fuller & Smith & Ross handles 
the account. 


Managers Name Head 


Sales Managers Club of Hartford 
has elected J. M. Rutherford, Hart- 


ford manager for International 
Business Machines, as_ president. 
Other officers include vice-presi- 
dents, Frank O. H. Williams and 


John W. Saladine; secretary, Flor- 
ence G. Farrell; and treasurer, Orlo 
M. Hibler. Directors are Vincent B. 
Coffin, retiring president, Andrew J. 
Kingery, David A. Coulter, L. H. 
McClure, and Stanley M. Heins. 


Central Outdoor Buys 


Ph. Morton Company 


Central Outdoor Advertising 
Company, Cleveland and Cincinnati, 
a part of The Packer Corporation, 
has purchased Ph. Morton Company, 
outdoor advertising. Central Out- 
door is now the only operator of a 
plant with poster showings in Cin- 
cinnati. 

The sale was consummated 
through bank representatives, who 
are trustees for the Morton estate 
Only a few salesmen of the Morton 
organization will be retained by 
Central Outdoor. 


«$25 S. WABASH AVE. CHIC 
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. Bassler, Pathfinder erage Com JULY CANADIAN MAGAZINE LINAGE Mystery Station 
rl an a pany; Arthur B. Olson, Chicago a neal 
: Tribune; E. T. R. Murfey, Chicago Saas *** SO Panwa "ns | Amnounces Contest 
|Daily News; Earl E. Sproul, West-| <{canadian Home Journal. - zi. Thee 33. 18220! Ts a topsy-turvy world accord- 
5 a er Thank }ern Newspaper Union; Elmer Flager, | **Chatelain ae 0.8 14.147 2 16,585 |ing to officials of Station????, so 
eW I | New York Daily News; F. Ward of 1 ee 4 byte + sett they're turning tables on the con- 
Just, Waukegan News-Sun; and) Mayfair... se 20,310 6.7 24.n69 |test-conceiving advertising profes- 
’ ! | William Peters, Hearst Newspapers. |*:New World ne 3 13.573 +e 19.105 | #10M in an unusual contest. Without 
lo Admen Angels tis*satters: of advertising Big) nt cro ee EE RR] ge pg 
Berthas is doing the job for the Display, Including Poultry and Livestock in Canadian Farm Papers for their “Fat Lady” character and 
pe »- ‘ a _. | 8Canadia Countryman coon we ‘ 13,288 22 15.584 os —-s _s ss 
Chicago, July 16.—Thanks to the Tower, and the “Tower” notes: *Country ‘Guide & Nor -west Farmer 14.1 10,17¢ 16.5 11.913 |send entries to the proper station. 
effor's of topflight advertising and |“Their efforts are concentrated on | **F#niily Herald & Weekly Star a rr , 3.914, Phe only clue to the identity of the 
pub! shing executives of Chicago | publishing a newspaper whose ad- tF Western Edition te ++ 4 30,654 |) Station is the presence of their 
and ‘he North Shore, Fort Sheridan | vertising revenue will keep its head | ne eee +¥ 8815 26.4 i342 | nameless character in the announce- 
has new newspaper, the “Fort|above financial waters. Any profit | [Rarmer's Magazine |... aes Bg ts 10,903 | ment ad. “If entrants have seen 
Sher dan Tower.” The new weekly | which may accrue will be turned | *;:Western Producer .. i34 14.304 ‘ 1800 = a tnd vg — ime 
” : ? ; Hig PER ; e the character : cnow wher 
is a. by Fort Sheridan eer Pe , Rogers, Total Group lt 146,9 2114 190.351 |to send their entries,” officials ex- 
Tow:r, Inc., a non-profit organiza- | Co andant o © Post, SOF USS | ~cirigures furnished by publisher plain. “If not, some other station 
tion which makes it possible for the | entertainment and moral work in-|  ¢June linage is liable to get some mighty mys- 
newspaper, edited for and by army | side the post.” Hl ny terious mail.” 
personnel, to accept advertising. = fae ieee ae ce ee Te Prizes, which total $300, are first 
The Senate recently blocked a bill | Bozell Buys Accounts eA we 5100" hg ‘4. aan — ae. 
which would have allowed army . . ‘1h een, ee ee, oe 
A A . t i? Ss. 2 ~ 2S Ss re ‘e 
nost publications to sell space to | Of Driver, Meissner _. Brewer Opens Drive ‘Dog Food Introduced nee. SEs conten 10 aanowinen St 
ertain classifications of advertisers Bozell & Jacobs Company, Omaha, | : | : this issue of ADVERTISING AGE. Dead- 
— or “Re S of aavertsers-/has purchased the accounts of|_ Narragansett Brewing Company,| Double Check dog ration, dry dog|line for entries is July 31. 
Dedicated to eep "Em Smiling, Driver, Meissner and Associates, Cranston, R. I., launched a test cam-| food marketed by Andersen-Smith ————- -—- 
the new newspaper brought out its|Qmaha. Jack Dow, formerly associ-|Paign July 2 using full pages in|Milling Company, San Francisco, |» ’ 
first edition July 3, and celebrated | ated with Driver, Meissner, will|every Rhode Island newspaper.|has been introduced through West- | Newsday Names Two 


its inaugural with a front-page car- 


toon by John T. McCutcheon, 
famed cartoonist of the Chicago 
Tribune. The newspaper gave 
thanks to North Shore women who 
had worked valiantly in garnering 


subscriptions for the “‘Tower.” The 
“Tower” said in its first issue: “The 
‘angel’ of the sponsorship is Kellogg | 
M. Patterson of Highland Park. . . | 
nor is he a novice at the task. Dur- 
ing World War I, Mr. Patterson was 
in charge of the Army paper at 
Camp Pike, Ark. . . . subsequently 

. was ordered to establish news- 
papers in hospitals. These newspa- 
pers included the ‘Fort Sheridan 
Recall, one of the most successful | 
newspapers of the first World War 
and long-time predecessor of the 
‘Tower.’”’ Mr. Patterson was for- 
merly Chicago manager for the Cin- 
cinnati Times-Star. 

A number of national and regional 
advertisers were represented in the 
first issue of the “Tower,” besides, 
of course, numerous local advertis- 
ers in North Shore towns near the 
military post. The roll of advertis- 
ing men connected with the news- 
papr, however, reads like a promo- 
tional Almanac de Gotha: Robert F. 
Walker, Lord & Thomas; James 
Aubrey, Aubrey, Moore & Wallace; | 
William McDonald, Henri, Hurst & 
McDonald; Paul E. Faust, Mitchell- | 
Faust Advertising Company; George | 
Hartman, George H. Hartman Com- 
pany; E. H. Morrissey, Fulton, Horne, 
Morrissey Company; Arthur Meyer- 
hoff, Arthur Meyerhoff & Co.; E. A. 
Ensrud, J. Walter Thompson Com- 
pany; Hal C. Wright, International 
Harvester Company; George Leith- 
ner, Young & Rubicam; G. Ray 
Schaeffer, Marshall Field & Co.; Wil- 
liam B. Carr and Frank W. Mc- 
Donald, Time, Inc.; 
Newman, Curtis Publishing Com- 
pany; Arthur Collins, Crowell- 


Collier Publishing Company; John | 


R. Rutherford, Fortune; George E. 


Availabilities on 


LOUIS’ great multi- 
nsored variety pro-- 
with fifty-six weeks 
continuous top avdi- 


Bernard E. | 


join the Bozell & Jacobs staff. 
J. Driver, Jr., has become a first 
lieutenant in the public relations 
section of the Army service of sup- 
ply. 

The direct mail advertising busi- 
ness of Driver, Meissner will con- 
tinue to operate. 


of Benjamin Franklin’s advices, and 
the secondary theme is “Buy ‘Cap 
| Saver’ Quarts.” Quarts are also be- 
ing advertised on 600 outdoor 
'boards, radio transcriptions, and by 
point-of-sale materials and bottle 
| riders. 


| 


Fred | Copy features “Save and Have,” one|ern trade publications. 


NBC Promotes Menser 


National Broadcasting Company, 
New York, has elected Clarence L. 
Menser, national program manager, 
a vice-president. 


Newsday, Hempstead, L. I., has 
appointed James Lenox, formerly 
contacting local and national adver- 
tisers, as national advertising man- 
ager, and Edwin Warren, formerly 
with the Brooklyn Eagle, as classi- 
fied advertising manager. Both posi- 


|tions are newly-created. 


Heres what we mean by 
MORE POWER WHERE IT COUNTS MOST 


This gentleman has devised a_ pretty 
dynamic way to demonstrate the results he’s 
getting from Mutual’s increased power in 
the markets that matter most...the 11 
markets of over a half-million population. 
where Mutual regularly serves nearly 
15,000,000 radio homes. 


Even without benefit of an erupting wall 


map. the significance of these key facility 


improvements is clear. Especially 


when 


you realize that Mutual stations for 13 of 


the 14 top markets have 5.000 watts or 


more (two have 50.000) and only one has 


1.000 watts. 


No wonder, when you press the Mutual but- 


ton, you Get Results . 


.. here and in every 


other market that’s important to you from 


coast to coast. 


* Greater Popularity, Power, and Economy —Where and When They Count Most. 


THE MUTUAL BROADCASTING SYSTEM 
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Government Activity in 
Post-War Planning 

Believing that post-war planning 
is part of the complete war effort, a 
number of Washington agencies are 
now giving considerable time and 
attention to posing and analyzing | 
problems of the post-war world, | 
according to a review of the situa- 
tion in Business Week for July 4.| 
The economists and. statisticians | 
who are doing the long-range plan- | 
ning insist that the country cannot | 
put forth its best war effort unless it 
looks ahead. 

Everybody concerned with plans_ 
for the future, says the publication, | 
is proceeding, by and large, on the) 
basic assumption—as stated by Guy | 
Greer of the Federal Reserve 
Board’s research division—that in 
this country, at least, no large por- 
tion of the population shall ever 
again be permitted to go along| 
without an opportunity for work 
that will assure a decent living. 
Where private industry cannot pro- 
vide full employment, government 
will fill the gap. Public works and 
national development will be part 
of the government’s offerings in this 
direction. 


Laying the Groundwork 


The main emphasis at the mo- 
ment is on laying down an histori- 
cal-statistical base against which to 
measure the physical effects of the | 
war and the scale of readjustments | 
which post-war planning visualizes. | 
The statistical base also will furnish | 
a means of evaluating specific plans | 
in terms of the amount of invest- 
ment and time required and the| 
number of men for whom employ-| 
ment is created. | 

Dal Hitchcock, young industrial | 
engineer who heads the post-war | 
division of the Bureau of Labor | 
Statistics, sees the immediate prob- 
lem as avoiding a Peace Day Pearl 
Harbor. A factual picture of where | 
the economy stands at the instant of 
the war’s end obviously will help to | 
speed measures to avoid economic) 
collapse or a demoralizing specula- 
tive spree when the big rush comes 
to revert to production of civilian 
goods. 

The Labor Department, through | 
the efforts of Isador Lubin, has| 
direct authority and funds from 
Congress to plan for and direct the 
re-employment of the men demo-| 
bilized by the war industries and 
armed forces. Thus with its legis- 
lative directive, the Labor Depart- 
ment’s post-war division occupies 
much the same position as its elder 
counterpart, the National Resources | 
Planning Board and its Presidential | 
directive, the publication points out. 


Estimates Income Level 


An interesting phase of the Re-| 
sources Board’s work is its pioneer- 
ing job in long-range estimating of 
national income and output. Con- 
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siderations affecting peacetime utili- 
zation of war plant capacity con- 
stitute another project of the Board. 

Other governmental divisions giv- 
ing special thought to the future 
include the Department of Agricul- 
ture, through its interbureau com- 
mittee, which is studying the inter- 


|acting relationship between land use 


and the new high diets and post- 
war exports. The National Eco- 
nomics Unit of the Department of 
Commerce is trying to appraise the 
amount of private investment that 


will take place in the early post-war 
years, the deferment of civilian de- 
mand, and such _ supplementary 
factors as productive capacity and 
stock on hand at the end of the war. 
The field of post-war investment is 
also being studied by the Depart- 
ment’s business advisory council. 
The international phase of the mat- 
ter is being handled by the Board 
of Economic Warfare and the State 


Department. 
co %* * 


As a result of their training and 
experience with motorized equip- 
ment in war work, women will be 
especially good service customers 
after the war, predicts Rose Lu 
Goldman in the July “Motor Age.” 
The advantages of having mechani- 
cal equipment in first class running 
condition, which these women are 


learning today, will be carried back | ness is willing to face the facts, a, 
to civilian life after the war is over, upon that realism build a soy, 


Ene 


— 


and applied not only to their per- | financial and operating structure ’ 


sonal cars but to their household aaceiiteteiiaanieiaial 
equipment as well. Thus a greatly ° ° 
enlarged service market will be cre- Knollin Opens Offices 
ated, the writer suggests. | Knollin Advertising Agency 
* ” * 
San Francisco. James 
formerly co-partner 
nollin, recently - disso! 
e new agency. Robert 


Business must be willing to con-| reer 


cede the loss of certain rights it! h- 

has relinquished in the last tew | perth Ps 
years, says Electrical 
July 11, and get busy determining|agency, and James A. Richard 


what methods will enable it to live|has been appointed vice-presider 


and contribute to the welfare of| 


the country under its new regula- Reqppoints Chambers 


tions. “There is a future for pri- ee 
vate business in this country,” it|, D’Arrigo Brothers Company, I 
ton and San Jose, grower 


concludes, “but it won’t be any | packer of Andy Boy fresh v: 


return to the ‘good old days,’ no F 
: ’ tables, ha t 
matter who is elected. It depends Wiswell, haven’ te ant pg 


entirely upon how sincerely busi-| ing and merchandising counsel. 


opened its new offices at 111 Su: 


World for| Knollin has joined his father in : 


od 


a CO 4° 


T 


SS 
A)! | 
a NY RYIL 


ese ates road 


if begins with a company called the Pet Milk Sales Cor- 


poration that manufactures a very fine brand of irradiated 


evaporated milk. 


Pet was getting along splendidly without any radio adver- 


lising at all. Its sales figures were excellent. 


Ny P e e . 
Then in 1933, Pet began to experiment modestly with radio 


—$26.418 worth of €C 


BS time out of $358.632 spent for con- 


sumer advertising. That year Pet's sales were $15,682,833. 
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Si lk on Way Out no need for further labeling restric-) Named Eastern Ad Mgr. _U. S. Playing Card Copy Hen Eckhardt 

Y Out, sons on cettulose fabrics since ray] “win, R, Joyce has been appointed| Has Patriotic Twist | FHENITY , 
7 bees ‘ : ie | East vertising manager o e . pene nial. 

Says Coughlin, |without legislation. In the event | jienn priser nee aaa. 1. with With copy stressing the desirabil 


as - 
Masts - ity ‘ ‘ s as wartime rec- 
© aa \that some sort of standardization) headquarters at 522 Fifth avenue, | ity of card games as wart ' Ag (y Ch f p . 
Celanese Official 2! ists pon’ ee industey, he] a ge ie See fe rcruenng |seation, United States Playing Cord AGENCY UMET, VIE 
ew York, July 14.—Grave doubts added, it would be no reason for|to the territory which he covered retro = Ad 7 magexines. in athe 
th: ” gill long Mato as the “fabric| Manufacturers to cease advertising| before he went to Chicago as West- | 


| . 
se ‘ es hasi that cards provide stay~at- Aft 0 f 
¢ nobility,” will ever regain its the individual qualities of their|ern advertising representative. J. E, | Phasize Cc S pre er eld ion 
of n ’ y s 


* 


ve , ; products. Allen, former Eastern advertising atten | 
depos! moog oo Mg oar ad a a, a — “|The campaign is scheduled for) New York, July 14.—Henry Eck- 
Te ef Comin dimen a a a Collier’s, Life and The Saturday hardt, chairman of the board of 
tod Ags _ Zs E. arg ame: aged Stanbrough Appointed oo Evening Post. J. Walter Thompson 
tor of education and research of 


Kenyon & Eckhardt, died here Sun- 
day in Roosevelt 
Hospital at the 
age of 48, follow- 
ing an operation. 
He was formerly 
a director of the 
Advertising Re- 
search Founda- 
tion and served 
as chairman of 
the Four A’s in 
1937. 
Mr. Eckhardt 
regarded himself 
Henry Eethrdt aM, adverts, 
and was tremendously interested in 
research problems. A strong advo- 
cate of working from facts rather 
|than hunches and guesses, he dis- 
| agreed with those practitioners who 
looked upon consumers as “morons 
or guinea pigs.” As a youth he 
wanted to be an architect but 
wound up by spending practically 


e his entire career in advertising or 

. 9 publishing. 
i His chief interest was in the crea- 
é One a ll e | tive end of the agency business and 


|he was well known for his insist- 
}ence upon the highest ethical stan- 
dards. While addressing various 
|advertising groups he frequently 
acknowledged and lamented _ the 
existence of “a lying minority of 10 
per cent” within the field. As head 
of the business he closely supervised 
all of his agency’s accounts, and 
Was particularly interested in John 
; B. Stetson Company and Canadian 
‘ ’ “ * ° e Pacitic Railway. 
Next year, Pet increased the CBS appropriation to $161,054, yc 

7 Started on Newspaper 
7 — - ‘ ; Mr. Eckhardt was born in Cleve- 
and upped its other advertising expenditures. Sales increased land in 1894. After _ graduating 
‘ from Columbia University he joined 
the circulation department of the 
Pittsburgh Post. In 1914 he came 
almost $4,000,000. to New York and after two years 
as a copywriter became promotion 
manager of the New York Post. In 
1918 Mr. Eckhardt joined the copy 
department of Federal Advertising 
° dee Agency. After a year in the army 
In 1935 and 1936, however, Pet decided to depend more and [he returned to Federal and re- 

mained there until 1926. 

: " In that year Mr. Eckhardt joined 
more on radio, less and less on other media. And still sales Ray D. Lillibridge, Inc., an_indus- 
trial and technical agency, where he 
. was placed in charge of creative 
. ° ( . ‘ . ste oe ra : » work and became executive vice- 
went up. Finally, in 1937, Pet staked its entire consumer ee ee ee ee 


he and Otis A. Kenyon purchased 

9 . : 4 ° ‘ “ Mr. Liillibridge’s interest in the 

budget—$537,094—on radio, nearly all of it on CBS. ar aa dee ie eae 

Kenyon & Eckhardt. Mr. Eckhardt 

was president until 1937 and then 
became chairman. 


Bold, you ll say? But it worked —sales jumped $4,500,000. Rinse to Seberhagen 


Royal Rinse, Inc., Philadelphia 
manufacturer of a_ pine _ jelly 
cleanser for hosiery and lingerie, has 
appointed Seberhagen, Inc., Phila- 
delphia, to direct advertising. 


|Company, New York, is the agency. 
Celanese Corporation of America.) Charles W. Stanbrough, formerly| Ford Replaces McAndrews 
Dr. Coughlin, speaking before the | business manager of Community 


; #8 rj agazine Group, Kansas| Frank Ford, formerly advertising| Hanks Elected 
Seles Executives Ciub, snot out | ity 5 he for savertl years di-| manager of Pennzoil Company, Los | The Cleveland chapter of Four A’s 
that new developments in the pro-| actor of electrical promotion for|Angeles, has been appointed sales|/has elected Ray Hanks, McCann-| 
duction of synthetic sheer fabrics) Kansas City Power & Light Com-| promotion manager of NBC's West-| Erickson, chairman; Clarence L.| 
would almost certainly relegate silk| pany, has joined the editorial staffjern divisien, to replace Robert) Davis, Batten, Barton, Durstine &| 
to obscurity. of Electrified Industry, national in-| McAndrews, who is now a second | Osborn, vice-chairman; and Charles 
In reply to a question from the/ dustrial photo-story magazine, Chi-| lieutenant in the Army air forces,|Ferran, Griswold-Eshleman Com- 
audience, Dr. Coughlin said he saw’ cago. | stationed at Santa Ana, Cal. pany, secretary-treasurer. 


And from 1937 on. Pet’s confidence in radio and CBS has 


e . . . } \ 
srown even stronger. Domestic sales, eliminating war at I eames icers Homers sealoeasten 


OUR RATE 
POLICY 


As 4 national adver- 
tiser, your rate 's oe 
higher than that pe! 
by the mony local of 
counts who use — 
station consistently 
and profitably. It's 
one rate a —. 
dy—a_ bargain 

ct WORC, Hartford, 
Basic CBS for Con- 


necticut. 


government contracts, have climbed another $11.972.517 
to the highest peak in Pet Milk’s history —541,675,] 1l—an 


increase of 166% since Pet first met “Mike.” 
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How British Government Uses 


Advertising to Help 


vertising agency which bears his 


Close Coordination of 


stitute of Practitioners in Advertis-| 


Departments Helps to 
ing, the British professional organ-' 


Boost Effectiveness | ization. 
[Editor's Note: The following con- By J. P. MeNULTY 
cise but comprehensive review of | 
the British government’s wartime| London, July 1.—The use of ad- 
use of advertising was written by | vertising by the British government 
J. P. McNulty, an advertising man| was not merely a wartime develop- 
with experience on both sides of the | ment. For many years previous to| 
Atlantic. Since the last war, in| 1939 several departments of state 
which he served with the Canadian|had employed for their depart- 
artillery, he has lived in England,|mental purposes’ such publicity 
paying occasional visits to the| methods as press advertising, post-| 
United States to keep up a direct|ers and movies. In particular, the) 
contact with the country where he|General Post Office had been a 
spent the most formative years of|consistent advertiser. Its pre-war 
his business life. |campaign to increase the number of 

He is chairman of the London ad-'telephone subscribers bears com-! 


name, and is an associate of the In-| 


Win War 


parison with that of any private 
enterprise. It was run over a num- 
ber of years; it was well planned 
and expertly conducted; and _ its 
success was unquestionable. 

These various peace-time cam- 
paigns were run independently of 
each other, the control of Treasury 
applying only to finance and not to 
method. With the increasing men- 
ace of war, it was realized that a 
coordination and control of all gov- 
ernment announcements would be 
necessary, and during the year fol- 
lowing Munich a_— considerable 
amount of discussion took place as 
to the form and function of the 
organization that would be charged 
with their tasks. Many sincere and 
able people expressed with varying 


| proved iu the 
| Laboratory of War 


cyecily balanced 


You have long known WOW-LAND —that terri- 
tory Nebraska, So. Dakota, 
Missouri and Minnesota that lies within 150 miles 
of Omaha — as an agricultural market, immensely 
wealthy when crops were good and farm prices 
high. In a large part of it crop failures are un- 
known. It has been a good market at any time, 
because of the diversity of its crops. 


in Iowa, Kansas, 


farm 
agriculture 


from 


WOWZLAND IS NOW THE 


promise a 


MARKET 


territory. And this is the significant thing: Many 
of these plants are here to stay, converted after 
victory to the manufacture of new consumer goods 
products. 


Henceforth industry and 
stabilized economy for 


WOW-LAND —the perfect balance that makes it 
doubly worthwhile to invest advertising dollars 
here NOW! 


Now to this basic and substantial source of spend- 
able income the War has added the balancing 
factor of industry. Plants for the manufacturing 


of war materials have sprung up all over the 


The Only NBC Station in Nebraska 


590 Kilocycles 
5000 Watts Day 20d Mig py. 
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| 
| 


| 


station / in 


EYES OPEN 


When you leave thi 
well-lit room 
o into the 
outside gloom 
remember that it’s | 
always wise 
fo pause awhele unii( 
your eyes 
we used to the 


to 


An effective poster placed in pubs by 
the Ministry of War Transport to remind 
those leaving well-lit rooms that they 
should accustom their eyes to the black- 
out before venturing into the street. 


;nouncement had to be 


|reached by selective advertising. 


degrees of emphasis their doubts | 
and suspicions of official propa-| 
ganda and publicity. Perhaps the 
words themselves were largely to 
blame; they have unfortunate asso- 
ciations. Propaganda in the minds 
of many stands for planned lying, 
and publicity for the ruthless boost- 
ing of commercial products. Still, 
it was clear that as far as the home 
front was concerned, a state of war 
would call for a publicity organiza- 
tion to perform the functions of: 

(a) Informing the public of war-| 
time measures. 

(b) Making clear official regula- 
tions. 

(c) Creating a favorable public 
opinion towards necessary restric- 
tions. 

(d) Maintaining a high civilian 
morale. 


PLACE OF SELECTIVE 
ADVERTISING 


The British government recog-| 
nized that the editorial columns of | 
the press, the cinema, the wide-| 
spread distribution of publications, | 
public speakers’ platforms and the 
radio would all have their part to 
play, but it was considered that 
there would also be a need for using 
the technique of press and poster 
publicity, particularly when the an- 
reiterated 
frequently or was of a kind that| 
required study (e. g., clothes ration- 
ing), or where the particular audi- | 
ence was a comparatively small | 
group who could most effectively be 


The government department re- 
sponsible for this work was to be 
the Ministry of Information, and| 
accordingly, during those months of 
precautionary planning which pre- 
ceded the war, a publicity group | 
was formed in the “shadow” M. O. I. 
The general scheme of operation 
laid down was for any department 


|of the Treasury. 


/spent on press 


=e t 


of state which considered that pyp 
licity could help in the solution of 
any of its problems to approach. 


| through its public relations branch, 
the M. O. I. and state its case. The 


proposals would be examined 
M. O. I. not only from a publicity 


‘but also from a war policy po nt 
|of view and if it were decided that 
|a publicity campaign was advisa 


M. O. I. would seek the appr J 
If Treasury give 
its financial sanction, M. O. I. wold 


|manage the campaign, acting, i: a 


way, as the advertising agent r 
the “client” ministry. 


Much Coordination of Effort 


There were many obvious ady. »- 
tages in having a central body io 
manage and coordinate all forms »5f 
government publicity, but, beca: <e 
of special considerations, some g: °- 
ernment departments have run tl. ir 
publicity largely independently 4 
M. O. L., using it only for techni 4] 
services, such as movies. The t: »- 
dency, however, has been for th: se 
independent departments to e 
M. O. I. more and more, and at 
the present time only two depa t- 
ments remain outside M. O. [,. 
“management” in their press 4d 
poster publicity. These are ‘ie¢ 
National Savings Committee ad 
the Ministry of Food, who appoint 
their own advertising agents - 
rectly and are directly responsible 
to the Treasury, coming under tie 
jurisdiction of M. O. I. only for 
reasons of censorship and mordle 
policy. 


NATIONAL SAVINGS 


Appeals to the public to lend 
money to the government were 
made long before the outbreak of 
war, but it was only in the latter 


|months of 1939 that vigorous cam- 


paigning began. The extent of pub- 
licity expenditures can be judged 
by the fact that during the war 
over four million dollars has been 
advertising alone. 
This was supported by a nation- 
wide poster display and by all the 
other forms of available propa- 
ganda, radio, exhibitions, movies, 
public meetings, local drives and so 
on. This may seem a rather high 


‘outlay, but the receiving end shows 


that so far, $15,112 millions have 
been raised for the various kinds 
of government war investments. 
In the press and on the posters 
the methods of appeal have varied 
according to the audiences to be 
reached, national and regional con- 
ditions, and war developments gen- 
erally. Sometimes, a straightforward 
statement of financial advantages 
has been made: sometimes the 
approach has been frankly senti- 
mental as when a large picture of 
sobbing children appeared with the 
message “make their future free 
from the horrors of war.” In spite 


‘of the great variety of appeals and 


of publicity techniques used, con- 
tinuity has always been maintained. 
Each stratum of the public has con- 
sistently been kept aware that the 
sinews of war must be continually 
strengthened. By type announce- 
ments, by graphic statistics, by 
man-to-man dialogues, by patriotic 
symbols, by the use of slogans, by 


(PATENTED) — 


(W TOWER DISPLAY ” 


from 


Can't tum 
space on 


.. and 
ASK TO SEE 


attracts the eye to your product 
perfect three-dimension facsimile of your 


cans or cartons, stacked six high or more, 
and topped with a colorful sales message! 


in one piece. 


Speeds up stock turnover for your deale: 


MAGILL-WEINSHEIMER COMPANY 


1320-1334 S. Wabash Ave., Chicago, Illinois 


Here is a 
“balancing act’ that 


‘way across the store... a 


ble down .. . the entire stack is a! 
Takes little counter or window 


d does not obstruct light or view 


for you, at the point-of-purchase! 
ONE — CALL TELEPHONE O8 WRITE—NO OBLIGATION 


i Sales Making Advertising | 


Phone CALumet 7200 
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_ THANKS FOR SAVING _ 
TO ALL CAREFUL HOUSEWIVES 


(EP IT GOING 


= 


nS 


REVERT dey of overy week, until this war is won, we must 
save every scrap of paper, metal, bones.* 


Remember to put them out separately, by your dustbin, on 
collecvon day. They will be collect znd they oil! be ened. 


We're all together in this job—you, your friends, your council. 
We've got to keep it going. It’s working for victory. 


* Also put owt food waste for pugs, of collected om your dustrvct 


“UP HOUSEWIVES — 
9 AND ATEMY 


, = = _ « —— a. 

iSSUED BY THE MINISTRY OF SUPPLY 

The Ministry of Supply uses effective 

“reason why'’ copy in connection with 
the salvage drives. 


practical suggestions for the forma- 
tion of savings groups, by appeals 
to regional loyalties, practically the 
whole range of the advertising 
man’s art and craft has been em- 
ployed to direct the nation’s savings 
to the war chest. 


Using Local Assistance 


One interesting feature of the 


machinery of war savings publicity | 


has been the employment of local 


advertising organizations in addition | 


to the half dozen London agencies 
used. It is considered that whatever 
has been lost in technical slickness 
has been compensated for by the 
local advertising man’s __ special 
knowledge of conditions in his area. 

This “local color” factor has been 
particularly important in Wales, 
where appeals must be made not 
only in English, but also in the 
Welsh language and idiom. This 
applies not only to the savings cam- 
paign, but also to most other forms 
of government publicity. 


FOOD FACTS 


The British Ministry of Food 
bases its main appeal to the public 
on its series of advertisements called 
“Food Facts.” This series began in 
the summer of 1940 and, with minor 
modifications, has kept its character 
ever since. Week after week these 
advertisements appear in practi- 
cally every newspaper and house- 
hold magazine. Expenditure ranks 
next to that of the National Sav- 


ings Committee and averages for 
press space somewhat over $120,000 
monthly. Other methods of pub- 
licity are used, the most popular 
being the radio feature, “The 
Kitchen Front,” which is broadcast 
each morning at a quarter past| 


| eight. 


The Ministry’s propaganda has 


'been chiefly directed to explaining 


the food situation as it changes from | 
time to time, to encouraging house- 
wives to make the best use of the 
foodstuffs available and to educating 
them in the elementary principles of 
nutrition. 


“Food Facts” Highly Useful 


A typical “Food Facts” announce- 
ment gives a general admonition, 
“Food is a munition of war—don’t 
waste it,” together with perhaps a 
reference to shipping difficulties. 
There follows an economy tip for. 
tea making. Then comes informa- 
tion simply phrased about vitamins. 
Almost always a full recipe is given. 

The general style is good- 
humored and popular and the an- 


nouncements often include a comic 
drawing or a rhymed wisecrack. 
For example, a recent advertise- 
ment in referring to the “black 
market” included a caricature of 
Hitler with the couplet: 
“Food obtained by methods shifty, 
Is shared with Hitler, fifty-fifty.” 
Sometimes special publicity may 
be used parallel to “Food Facts.” 
For example, a short-term “Sul- 
tana’ campaign was launched in the 
early war months in order to speed 
up the consumption of raisins. The 
aim of the campaign was two-fold; 
to reduce sugar consumption and 
to dispose in good time of large 
stocks of raisins, which were the 
result of government purchases 
from Turkey. 


SERVICES ADVERTISING 


Conscription renders’ ordinary 
recruiting publicity unnecessary. 
There has been none of the “Your 
King and Country Need You” type 
of appeal, such as was used in the 
early days of the last war. Re- 
cruiting appeals in this war have 


been mainly for special categories, 
as for example, when the Army, 
Navy and Air Force combined to 
recruit skilled tradesmen, using the 
slogan “Follow Your Trade in the 
Fighting Forces.” 

The Royal Air Force has been a 
fairly consistent advertiser on its 
own account. At the outbreak of 
the war, however, so many volun- 
teers came forward that all pub- 
licity was suspended and was not 
resumed until the combined appeal 
was made for tradesmen. 

Later a campaign under the 
slogan “Fly with the R. A. F.” was 
launched to recruit air crews, as 
these men are volunteers and large 
numbers were required to meet the 
demands of a rapidly increasing 
force. This campaign lasted eighteen 
months and the results were consid- 
ered highly satisfactory. 

Special Appeals Made 

The expansion of the Air Force 
made it desirable to relax some of 
the restrictions on civilians working 
in “reserved” occupations, and by 


agreement with the Ministry of 
Labor a special appeal was also 
made to inform men of this group 
that they would be allowed to vol- 
unteer for flying duties. 

Though the services rely on con- 
scription for their main supply, the 
individual recruit is allowed a fair 
degree of latitude in choosing be- 
tween them, although it may some- 
times be necessary to influence his 
choice in order to maintain the 
required flow to each branch, 

For instance, in the spring of this 
year a campaign was run to direct 
recruits to the Navy and the Ma- 
riues, as the normal flow to those 
branches appeared to be inadequate 
for their increasing needs. 


Recruiting of Women 


Similarly, the Navy from time to 
time turns on publicity in order to 
recruit young men who are likely 
to become officers. For this purpose 
press advertising has been unneces- 
sary, and the required numbers 
have always been obtained merely 
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by a judicious regional exhibition 
of posters and cinema slides. 

The recruiting of women for the 
services presents special problems. 
The largest numbers are required 
for the A. T. S. (Auxiliary Terri- 
torial Service). Next in size comes 
the W. A.A. F. (Women’s Auxiliary 
Air Force) and then the W. R. N. S. 
(Women’s Royal Naval Service). 

The two latter branches rarely 
require any special measures to 
stimulate recruiting as their normal 
intake approximates their needs; 
publicity is used chiefly to regulate | 
the recruiting rate. 

The A. T. S., which is the Army 
auxiliary, is in a different position 
and in the latter part of 1941 a 
fairly extensive recruiting campaign | 
was started involving the use of 
every available form of publicity, 
not only press and posters, but also 
movies, radio, demonstrations, exhi- 
bitions and local drives. Well-pro- 
duced illustrated booklets were also 
used giving clear and comprehen- 
sive explanations of conditions in 
the Service. 

Soon after the campaign was 
launched, criticisms were made, for 
the most part by that small group 
of articulate people who take them- 
selves and their responsibilities 
with undue seriousness, to the effect 
that the appeal lacked nobility and 
was concerned overmuch with such 


mundane matters as clothing, pay 


and living conditions. Experience 


however has shown that as a rule, | 


women, like men, are concerned 


mainly with personal affairs, and} 


that though their 
loyalties are unquestionable, 


fundamental 
they 


respond, over a long term, better | 


to practical than to ideological 


stimuli. 


reached a satisfactory rate. 


LABOR RECRUITING 


To supply the factories of the 
country with labor is no less im- 
portant than maintaining service 
requirements. Industrial manpower 
has been subjected to a_ steady 


attrition because of military de-| 


mands, and though a large number 
of skilled men has been “reserved,” 
the loss to industry has had to be 
made up as far as possible by 
women. This has meant a consistent 
drive to keep the number of women 
workers up to production needs. 
During the past two years, a num- 
ber of campaigns have been run for 
this purpose. 

The chief underlying theme has 
been that the woman in war pro- 
duction is helping some man in the 
firing line. For example, a picture 
of an airman is shown with the cap- 
tion “You can help build me a 


Events justified the meth-'| 
ods used in the A. T. S. campaign | 
and very soon the flow of recruits | 
|paigns proper, 


plane.” A very important feature 
of these campaigns has been the 
local drives in those districts where | 
the demands of the war factories 
are heaviest. It is often surprising | 
what a great number of women can | 
be recruited by such intensive} 
methods in districts where one 
would suppose that practically all! 
available help had already been | 
employed. | 

Parallel to the recruiting cam- | 
publicity has also 
been used to improve billeting con-| 
ditions. Many girls and women in| 
the course of their war work have | 
to live away from home, and od 
hostels are not always available, 
accommodation must be found in| 
private households. The billeting 
campaigns have had as their main 
objective the breaking down of the 
inhibitions of privacy so strong in 
the hearts and minds of British peo- 
ple, so that newcomers from other 
parts of the country, engaged in 
war work, would be welcomed and 
made comfortable in their new sur- 
roundings. 


DIG FOR VICTORY 


Not since the industrial revolu- 
tion has Great Britain been able to 
produce anything like the quantity 
of foodstuffs which its people need. 
With the coming of war it became 
necessary to intensify British agri- 
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Coupon copy featuring serious questions 
and answers was used to get inquiries 
from prospective members of the A. T. S. 


culture, to direct it into fresh pro- 
ductive channels and to cultivate 
every available plot of land capable 
of producing some kind of crop. 


July 20, 


subscribes to the principle of secur. 
ing the greatest good to the great. 
est number. Nor can the ruthless 
methods of the dictators be instan:|y 


copied in the fight with them. 


nation has to be conditioned : 
harshness; a free people will not 
endure the sudden imposition of 
severe discipline except when ‘he 
circumstances are manifestly «nq 
unequivocally dangerous. 

Faced, then, with the need of get. 
ting the willing best out of he 
human material in industry, ‘he 
British government has used a great 
variety of appeal ranging from he 
general admonition “Go to =<.” 
which appeared just after Dunk +k, 
to specialized messages to workers 
on aircraft predictors. 

Avoids Direct Exhortation 

In general, the tendency in ind is- 
trial publicity, as indeed in mst 
forms of official propaganda, is to 
avoid direct exhortation. Be ‘er 
results are achieved when the mes- 
sage is presented in the form of 
news or gives information of spe- 
cial interest to those who read i: 

Fer example, there now appe irs 
in practically every factory and 


workshop in the country a poster 
explaining the workings of income 
tax. 

Since the war the number of 
come tax payers has increased 
over six millions, the great majority 
of whom are in the lower wéage 
earning class. The lack of under- 
standing of the methods of assess- 
ment, combined, no doubt, with a 


ne 
by 


The British Ministry of Agriculture 


and Fisheries has therefore con- 
'ducted a series of campaigns di- 
rected to increasing the yield of the 
land and so reducing the demands 
in shipping space. The farmers 


| natural reluctance to pay taxes on 
| Past earnings, has been not only a 
source of grave personal worry but 
has also been a brake on produc- 
tion, many workers believing that 
}it is not worth while to earn above 


have been urged to extend their|a certain amount because “the 
ploughing time, carrying on with the| government will take most of it 
work even when daylight has ceased | away.” 

and tractor headlamps had become| The posters show by means of 
necessary to light up the land. They |graphs and figures the amount of 
have been instructed how to make tax, the amount of post-war credit 
silage—a method of cattle-food|and the amount available for per- 
storage by no means as widely prac- | sonal expenditure for a range of 


The new and important 


Globe-Democrat service 


ticed in Great Britain as in the| incomes from $8 to $56 weekly. t 
S United States—how to make the| Tax Palas Lesscned A ‘in 
best use of available fertilizers, how | | , 
shows you, at any time, exactly how your soods to reduce the depredations of rats, As it is impossible to compress = 
how to do a great number of things) jnto a poster all that should be n 
e * . . which would improve agricultural | known about income tax, a booklet ‘i 
and your competitors’ goods are selling in»: > aie daa eee eee 
The public also has been encour-| Tax Quiz for Wage Earners,” which T| 
h il f G S . jaged to help by = cultiva-|sold for about four cents and 
tion of allotments. In almost every secured a wide distribution through 
the retail grocery stores 0 reater St. Louis. uum ie 06 aan ae le nee Ge 
|thousands of poster sites almost would be too much to expect that 
‘from the beginning of the war the|jncome tax at its present level 


With Adver-testing yyou can accurately 


|slogan “Dig for Victory’ has been 
|displayed in various ways. As with 
|other campaigns, full use has been 


would ever be popular, but the pain 
of extraction can be lessened and 
the handicap to production reduced 


|made of other publicity channels. by a lucid explanation of assessment 


check the efficacy of copy, media, 


‘ ] / d I /Radio, movies, exhibitions, local|' methods and a dramatic exposition are 
s de ‘ “he Ye ‘ |drives, have all done their share,|of the necessities of the case. Th 
specla a $5 pro uct, pac age, and but perhaps the most effective Posters are used a great deal in to 
propaganda has been the various industrial propaganda as it would in 
other factors. instructional leaflets which have ole 
been distributed to every type of fee 
cultivator. TP @ BP cowerace go 
Now you can KNOW how your mer- A CONTINUING AUDIT OF 19 LINES — = CIRCULATION — 
te eeadinaio going inthe sal grocery . a . : WAR PRODUCTION AND in Connecticut 7 lon 
4 stores throughout St. Louis. ... And jr anh gone’ by trained The Globe-Democrat can supply, on | PUBLICITY : agi 
how your competitors’ sales are far- Globe-Democrat stall men goes on short notice, the accurate and on 


Compared with the dictatorships, 
|democracy at war is slow in getting 
|off the mark. That is the price paid | 
for living in a community which 


month after month. At any time, The 
Globe-Democrat can give you the true 
and comprehensive report of sales 
performance in your line in St. Louis 
grocery stores. 


The Globe-Democrat’s ADVER- 
testers checkthe grocer’s shelves. They 
check also his windows, his counters. 
They go to his basement, to check 
reserve stock. They check location of 
merchandise—to see whether it is in 
sight or out of sight—accessible or 
inaccessible to the purchaser. 


THESE REPORTS ARE READY FOR YOU 


Globe-Democrat ADVER-testing has 
been developed and perfected for YOU. 
It offers a new yardstick, by which 
you can measure your sales and your 
sales potentials. 


ing.... You can KNOW whether 
your latest deal is clicking. You can 
check consumer reaction to your new 
package. You can tell quickly whether 
your advertising copy is doing the 
job. You can tell whether you are 
using the right media. 

The Globe-Democrat, St. Louis’ old- 
est newspaper, with its intimate re- 
lationship with St. Louis retailers, has 
developed this new service for you. 


up-to-the-minute sales picture 
In these 19 lines 


NATIONAL REPRESENTATIVES 
(Subject to change ) — 


LORENZEN & THOM! 


ALL-PURPOSE FLOUR 
BABY FOOD 

BAR LAUNDRY SOAP 
CAKE FLOUR 

. CATSUP & CHILI SAUCE 
HOT CEREALS 

. READY TO FAT CEREALS 
COFFEE 

DESSERT POWDERS 
EVAPORATED MILK 
PACKAGE LAUNDRY SOAPS 
. PANCAKE FLOUR 
SHORTENINGS 

. DRY SOUPS 

. SPICED LUNCH MEATS 


MEASURE YOUR SALES WITH 
ADVER-testing 


You have always been able to check 
your sales to wholesalers, but until 
now, you have not been able to meas- 
ure the sales of your goods across the 
retailers’ counters. 


= The Globe-Democrat, in its ADVER- 


16, TOILET SOAPS 
” testing service, checks retail grocery | WANT ACCURATE, UP-TO-THE-MINUTE INFOR- 17. TEA 
a stores to determine how brands are MATION on St. Louis Grocery Sales? am cee ween 


Write to The Globe-Democrat or 
the nearest Globe-Democrat rep- 
resentative. You'll get quick action. —$——————————oTV5sSse== 


B St.Louis Globe-Demor 


The Famous Newspaper of the 49th State 


moving, what selling pressure is being 
exerted, how and where goods are being 
displayed. 


19. CARBONATED BEVERAGES 
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FOR FIRE GUARDS 
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| regulations 
|stamp them with official authority. 
| Thus, when clothes rationing came 


An example of the wall newspaper | 

{actual size, 20 by 30 inches) which is 

hung at fire guards’ stations to explain 

new regulations, outline new methods, | 

and keep the fire fighters’ spirits at the 
best possible pitch. 


be uneconomic to use the advertis- 
ing columns of the press for so spe- | 
cialized an audience. They repre- 
sent, however, only a part of the 
general propaganda plan_ which 
comprises such features as concerts 
and vaudeville shows during lunch 
hour, lectures, movies and visits to 
factories by service men who actu- 
ally use the equipment being made. 
One of the most interesting of 
recent developments has been the 
production of wall newspapers, 
which are to some extent similar to 
those used by the Russians for a 
number of years. These wall news- 
papers vary, but the usual size is! 
20 inches deep by 30 inches wide, 
the appearance being like a double- 
page spread of a magazine, contain- 
ing a variety of short articles, 
stories, explanatory diagrams and 
the like, with-comic strips, rhymes 
and illustrated jokes enlivening the) 
serious purpose of the publication. 
Similar to these posters are others 
containing a number of Russian| 
cartoons with English translations. | 
There is a certain grim, crude| 
energy about these pictures which 
undoubtedly appeals to the British 
worker, all the more perhaps be- 
cause of his keen realization of how | 
Russia is fighting the Germans. 


TEACHING THE NATION TO 
ECONOMIZE 


The British, like the Americans, 
are not by nature good economizers. 
They will submit with a good heart 
to restrictions they think necessary | 
in the national interest, but their | 
old habits die hard and unless they 
feel their sacrifices are being put to 
good use, their grumbles will sound 
loud in the land. Anti-waste prop- | 
aganda therefore has for the most 
part been informative. The public 
have been told just why its house- 
hold scrap is wanted, why garden | 
railings should be given up, why | 
coal and oil and fuel consumption 
generally must be cut down. 


a 


Advertising Quiz 


The biggest war of all times is 
eing directed and administered 
from Washington. Is there pub- 
lished, in this World Capital, 
any one news weekly devoted 
entirely to reporting, analyzing 
anc interpreting the news of 


National affairs? 
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Press and posters have expressed 
the needs of the fighting services 
and war factories in many 
They have urged “Up Housewives 
and at ’em,” echoing the apocryphal 
command of Wellington to the 
Guards at Waterloo; they have 


'given tips on coke boilers and the 


insulation of hot water pipes; they 
have recommended not only a re- 


also the ordering in advance so as 
to insure its widespread dispersal 
in the household cellars of the 


| country. 


Helps Clarify Rulings 
Even when certain restrictive 
measures are compulsory, advertis- 
ing is frequently used to clarify the 
and in some cases to 


into force, announcements appeared 
simultaneously in a great range of 
newspapers, giving the list of cou- 
pon values. To forestall excessive 
advance buying, preparations 
these announcements had to be kept 


secret. Accordingly, the details 


| were known to only a small group 
ways. | 


of people, the typesetting and 
stereo-making were done in the 
secret section of His Majesty’s Sta- 
tionery Office, and the plates were 
dispatched to the papers sealed so 
that they should not be seen until 
within a few hours of going to 


press, when it would be too late to 
duction in the burning of coal but} 


take advantage of the information. 
WAR TRANSPORT’S PROBLEMS 


It is a sound principle that official 
propaganda should not be used as a 
substitute for administrative action. 
The public does not resent cramping 
regulations if it considers them 
sensible and necessary for the con- 
duct of the war, but it dislikes 
vague admonitions to behave better. 
The argument runs: “If the gov- 


,ernment were seriously concerned, 


it would make us do this or that.” 
Nevertheless, occasions do arise 
when administrative action of a 


compulsory kind is inappropriate or 


for | 


inadequate and resort has to 
made to persuasive measures. 


be 
The 


British Ministry of War Transport is 

faced with a problem of this kind 
both in stopping unnecessary travel- 
ing and in reducing the road acci- 


tional travel was the campaign to 
arouse the conscience of shoppers so 
that they would “travel between ten 
and four” and so reduce the pres- 


dents caused by the blackout. sure on passenger services during 
the morning and evening peak 
Travel Poses a Problem hours. This campaign has so far 


Though rationing has become a 
normal part of life, it has not so 
far been possible to devise a com- 
prehensive scheme of travel ration- 
ing; the public must be educated to 
impose its own self-denial ordi- 
nances. The “Avoid Travel’ cam- 
paigns, which have been run for a 
couple of weeks at peak periods 
such as Christmas, have explained 
the vital need of keeping the trans- 
port system unembarrassed by 
recreational travelers, and have at- 
tempted to arouse a public con- 
science about the matter. This aim 
has been achieved to a satisfactory 
extent. The campaigns have prob- 


been renewed every winter. 

The blackout problem has been 
particularly difficult. There was 
nothing comparable to it in peace- 
time, the public had to learn to 
adapt itself to entirely new road 
conditions after sunset, or alterna- 
tively, to run grave risks to life and 
limb. 


Accidents Cut Sharply 


The campaigns have always been 
directed towards both drivers and 
pedestrians, the former being urged 
to drive carefully (“Be able to pull 
up within the range of your lamps”), 
the latter to remember that their 
ably been of great value also in|low visibility in the darkness is 
gaining a good reception to the|highly dangerous. One campaign, 
gradual intensifying of transport|in the winter of 1940-41, recom- 
restrictions. mended pedestrians to increase 
Allied to the attack (Continued on Page 38) 


on recrea- 


Check over these good KGO NEWS buys! 


The new KGO now offers you the best news availabilities. By all means 
compare KGO news programs with a// others . . . compare personali- ili 
ties like H. R. Baukhage, Hilman & Lindley . . 
10:00 A.M., 1:15 P.M.,9:00 P.M. ...and compare costs. You'll quickly 
recognize the best news buys are on the new» KGO. Look them over! 


10:00 A.M. 


Monday thru Friday 
COMMENTATOR: Noted news analyst H.R 


Baukhage speaks from Washington. Fol- 


lows ‘Breakfast at Sardi's” . 


Blue Spot representative. 


FOR 
SALE 


~~ 


COMMENTATORS: Hilman & Lindley re- 

port and analyze the news of the day from 

Washington. These well-known Blue Net- 

work commentators are now offered for 

local KGO sponsorship. Presented on the, 
hour at a popular evening news time. 


Coast's most popular morning commercial 
shows. Here's something hot! Ask your 


9:00 P.M. 


Monda 'Yy thru Friday 


one of the good audience rating. Competition is slight, 7:00 A.M. News — Foreman & Clark 
with no other news opposite it. Figuring Clothiers 

cost per thousand listeners, you'll find this 8:15A.M. News — National Funding 
established news program a big value. Company 

11:00 P.M. News—P. Lorillard Company 


FOR | 
SALE | 


. compare times like 


1:15 P.M. 


Monday thru Friday 


NEWS PERIOD: Late noon news round-up. 
This popular KGO newscast has built up a 


2:00 P.M. 


8:00 P.M. (Friday) '/, hour locally pro- 
Sundays only duced sports quiz sponsored by Roos 
win Bros, clothiers. 
NEWS PERIOD: A favorite Sunday after- 8:40 P.M. (Friday) Vy hour locally pro- 
. : "aS duced community sing sponsored by 
noon news program which, in April, had Remar Baking Company 
built upa. +. Hooper rating, and 1s still 9-00 P.M. (Friday) \/, hour locally pro- 


building. You can pick up this 15 minute 
program for the cost of a few announce- 
ments! It’s a proven good buy! 


KGO Is THE LOCAL 
ADVERTISERS’ FAVORITE 
STATION! 


The new KGO has sold more local 1 hour 
live-talent shows this year than any other San 
Francisco station. This should indicate to you 
the enthusiasm, the high-regard of local ad- 
vertisers for the new KGO. Look at this line- 
up of local KGO programs. 


S 


30 P.M. (Monday) 1/2 hour locally pro- 
duced variety show sponsored by Meyen- 
berg Milk Company 


duced dramatic show sponsored by Re- 
tail Grocers Association 


The new KGO is moving ahead fast in the 
San Francisco-Oakland market. Let your Blue 
Spot representative bring you up to date on 
the neu’ KGO 


Represented Nationally by Blue Spot Sales Offices 
NEW YORK - CHICAGO - DETROIT + HOLLYWOOD - SAN FRANCISCO 
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Reveal Small Town © 


Trend in Buying 


Washington, D. C., July 14.—A 
marked shift in retail buying from 
large cities to smaller towns was 
revealed in an analysis of May fig- 
ures for sales in all kinds of retail 
stores released by the Department 
of Commerce’s census statistical 
service. 

The shift was evident in 18 of 
the 33 states covered. May sales 
declined from April figures in the 
larger cities and increased in the 
smaller towns, presumably due to 
tire conservation, gasoline rationing 
and other wartime factors. 

The states where the trend was 
noted were Arizona, California, 


Slap a Jap and Gun a 
Hun. Buy War Bonds and 


Kansas, Maine, Michigan, Missouri, 
Ohio, Oklahoma, Oregon, Pennsyl- 
vania, Rhode Island, Texas, Utah 
and Washington. 

States in which no marked 
change was reported include Ala- 
bama, Arkansas, Connecticut, Idaho, 
Illinois, Indiana, Massachusetts, 
Montana, Nebraska, Nevada, New 
Mexico, South Carolina, Utah, Wis- 
consin and Wyoming. 


Small Markets Benefit 


In Arizona, for example, Phoenix 
showed a 10 per cent drop from 
April to May, and Tucson a nine per 
cent loss, while towns under 2,500 
and from 2,500 to 10,000 both regis- 
tered three per cent gains. 

In Iowa all cities over 50,000 
registered a three per cent decline, 
cities from 25,000 to 50,000 a two 
per cent decline, while towns 2,500 
to 5,000 increased one per cent, and 
towns under 2,500 and towns from 
5,000 to 10,000 increased three per 
cent. 

In Kansas, war-booming Topeka 
was the only city over 50,000 that 
showed an increase in retail sales. 
In Maine the same pattern was evi- 
dent, with cities from 50,000 to 
100,000 registering a two per cent 
decline; cities from 25,000 to 50,000 
a four per cent decline; while cities 
from 10,000 to 25,000 gained four 


| gained eight per cent, and localities | 
under 2,500 gained six per cent. 


mmeieniens | 
‘OPA Service’ Published 
in Rochester, N. Y. 


Federal Regulations Publishers 
has been formed by Lawyers Coop- 
erative Publishing Company, Roch- 
ester, and Matthew Bender & Co.,| 
Albany, to publish the “OPA Serv- | 
ice,” loose-leaf service with semi- 
weekly releases of last minute mate- 
rial on the rulings of OPA in the 
fields of price control, rationing and 
rent control. 

OPA itself has placed a quantity 
order for the service for use of 
OPA’s interpretation and enforce- 
ment staffs. The business office of 
the publication will be located in 
the Aqueduct building, Rochester. 


Three to Lyon Agency 


S. Duane Lyon, New York, has 
been appointed by Avalon Lane 
Company, New York, to handle 
newspaper and magazine advertis- 
ing for Lashgro, eyelash beautifier; 
The Vita Man, vitamins; Nature 
Seed Company, medicines; and 
Power Publications. Kent Jewelry 
Company, New York and Croyden 
Laboratories, Philadelphia, manu- 
facturer of Lan-o-Derm products, 
| have also appointed the agency to 
|handle their accounts. 


| Colorado, Florida, Georgia, Iowa, per cent; cities from 2,500 to 10,000 | 


Census Figures 


AN’T say that we've ever seen a 


time-buyer’s nightmare, but we’ll 
bet that it has something to do with 
diving from a great height into a teacup 
of water. At least that’s one of the 
jitters we’ve noticed among time-buyers 
—the fear of diving headlong into an 
elaborate radio campaign and finding 
only a teacupful of responses. 

So we think that on a good night 
you time-buyers will dream of diving 
into a limitless ocean. 

We're not saying that any dive you 
decide to take up here in central and 
eastern New York and western New 
England will land you in a teacup. 
The markets are too prosperous for that. 
But they are also scattered. Over there 
in Albany is the nation’s 61st retail 
market, Utica is the 97th, Schenectady 
the 101st, Binghamton the 104th, Troy 
the 116th. A good line-up, but it’s only 
when you pull all those pretty-good 
markets together into one big buying 
unit, and then add all those prosperous 
farmlands in between—it’s only then 
that the statistics become astronomical 
and the opportunities oceanic. WGY 
is the station to accomplish that, for 
it has these advantages: 

* area's highest power 

* area’s lowest frequency 

* area’s sole outlet for those popu- 
lar NBC Red shows 


way. 


GENERAL @ ELECTRIC 


REPRESENTED NATIONALLY BY NBC SPOT SALES OFFICES 


| 
| 
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Getting Personal © 


Joseph F. Brown, space buyer of Reincke-Ellis-Younggreen & Finn 
and one of Chicago’s real advertising veterans, found himself facing hi 
70th birthday last Thursday at a surprise party at the IAC, cooked 
up by Sol Berberick of Capper Publications. It was an exclusive party 
consisting of some 25 men rounded up from among those who served a: 
the old Charles H. Fuller agency with Joe when Fuller was a name t, 
conjure with. Among those present, in addition to Joe and Sol, wer: 
Charles Beardsley, sls. mgr. for Miles Laboratories; Harry Schomaker 
the Branham Company; Tom Fergus, Export Advertising Agency; Da) 
J. Doody, Chicago Sun; Leo Abrams, ad. dir. of the Chicago Times; anc 
Frank Avery, Arthur Meyerhoff & Co... 


Political bees are buzzing ’round William J. Pape, publisher of th: 
Waterbury Republican & American, who is being mentioned as . 
possible candidate for lieutenant-governor of Connecticut on a Re 
publican ticket this fall. . . Pierce Cummings, N. W. Ayer copywrite: 
has dusted off the cigar box for the second time in his marital caree; 
to celebrate the birth of a daughter at Bryn Mawr hospital. . . 


Walter Kaner, director of publicity and special events at WWRL 
New York, has been named by the war savings staff of the Treasury 
Dept. to serve in a voluntary capacity as author of “Stamps for Vic- 
tory,” a series of special promotional articles for release to newspape: 
stamp editors and philatelic magazines. . . 


Fellow Ivory soap copywriters showered Compton Advertising’ 
Janet Watson with messenger-borne strawberry ice cream cones every 
hour on-the-hour throughout her birthday, July 7. The victim's only 
comment was, “Glad they weren’t razzberry cones!” . . 


Among those contributing to the success of the Army-Navy Relief 
baseball game played in Comiskey Park in Chicago July 2, was Arthur 
M. Holland, head of Malcolm-Howard Adv. Agency. Mr. Holland, 
who handled a large portion of the promotion of the doubleheader, 
received congratulations from Earl Hilligan, publicity chief of the 
American League. The game drew $33,352—tops for the junior loop 
and second only to the Brooklyn Dodgers’ take for a similar affair. . . 

Robert T. Convey, pres. of KWK, St. Louis, was recently honored 
as retiring president of the Missouri Golf Association, at an annual 
dinner of the board of directors. . .A 7 ]b.-1 oz. baby girl has joined 
the household of E. B. DeVry, sec.-treas. of DeVry Corp., Chicago, 
and president of DeForest Training. . . J. J. Quinn, gen. sales mgr. of 
Boston Consolidated Gas Co., Boston, has been named chairman of 
the Hub’s noise abatement campaign. . . 

Ira S. Woodhouse of the Caro- 
lemay Co., Chicago publishers’ 
rep., has just returned from a 
visit to his home ranch in Elko, 
Nev., his first in 22 years. 
We're advised of a quixotic ges- 
ture by Edward Schulenberg, 
v.p. and media director of Gard- 
ner Adv. Co., St. Louis. It seems 
that the Gardner exec found his 
family in possession of 100 lbs. 
of sugar when rationing day 
arrived. So he took the 100 lbs. 
of the precious stuff and split it 
between the local old folks’ home 
and an orphanage. Then the 
honest fellow reported to the 
rationing board that he had the 
sugar—meaning that the Schul- 
enbergs will be sweet but sugar- 
less for some time... 


Jean Thompson, copywriter at 


GETS A GIFT 


Po. * 

od Rater eae 
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Sam P. Judd Advertising Co., St. 
Louis, is now Mrs. G. G. Glenn. 
Mr. Glenn is in the merchandis- 
ing department of Wohl Shoe 
cm « 


One of the 15 women picked 
from the Philadelphia area as of- 
ficer candidates for the WAAC is 
Jane Stretch. Miss Stretch is the 
daughter of Harold A. Stretch, 
adv. dir. of the Philadelphia In- 
quirer, and for three years before 
joining the WAAC had worked 
as her father’s secretary. . . 


Upon arriving from California to assume 
his new duties as general manager of 
station WCCO, William E. Forbes dis- 
covered a gift from CBS stars Amos & 
Andy (Freeman Gosden & Charlie Cor- 
rell), long-time friends. Mr. Forbes is 
shown examining the gift, a set of 
glasses, each inscribed with the name of 
one of the many Amos & Andy radio 
script characters. 


H. Victor Grohmann, pres. of Needham & Grohmann, now preaches 


what he practices. 


He has gone to Ithaca, N. Y., where he will 


conduct the summer course in advertising and business promotion fo! 
the dept. of hotel administration at Cornell University. . . 


Members of the advertising fraternity living in Greenwich, Conn.., 


have organized a war chest campaign to solicit funds for the com- 
munity chest, USO, and approved war relief agencies, with B. B. Geyer. 
pres. of Geyer, Cornell & Newell, as campaign chairman. Fletcher 
D. Richards, pres. of Campbell-Ewald of New York, has been chose! 
pres. of the council conducting the drive; John C. Sterling, This Wee! 
Magazine publisher, first v.p.; and Ivor Kenway, ad mgr. of Devoe & 


Raynolds Co., second v.p. . . 


The 20-year-old daughter of Harvey Conover narrowly escape 
serious injury last weekend when the plane in which she was prac 


tising turns crashed in Greenwich, Conn. 
was a deep cut on the right side. 


Dorothy’s chief damag 
Her father, head of Conover-Mas 


Corp., was a flier in World War I... 


William E. Webb, NBC's chief of 


institutional promotion, ha 


undergone an operation at Roosevelt Hospital. . . 

Harry Maus, copy editor of Russel M. Seeds Co., will spend h 
vacation sailing on Lake Michigan aboard his 29-footer, yclept Treo. . 

Monroe F. Dreher, pres. of Monroe F. Dreher, Inc., didn’t go in fi 
half-way measures when he started cooperating to save gas and tire 
Instead of commuting between his Montclair home and Rockefell« 
Plaza office in a smooth, quiet Packard, the agency head now dash 
up to Radio City each a.m. astride a rakish blue motorcyle, thus cove 
ing the 19-mile trip from the Jersey hinterland on less than half 


gallon of gas and with the use of only two tires. 


“All other mot 


cyclists wave and greet you like an old friend,” he claims. “C: 

respect you, too, because you travel more in their style.” . . 
Woodway Country Club, Stamford, Conn., was the scene of mu 

merriment when Benton & Bowles held its annual “day in the countr: 


with golfing, yachting and tennis on the agenda. 
walked off with the low gross golf prize, garnering a 77. 


Al Whitman, a. 
Chick Poole: 


research head, was winner of the low net. 


: = ee a 
| eee lltttsts—<“‘“‘s:SOSOSOS™S™~*~S J 
: t 
— . vi 
— fo 
ring oa to 
ioe Ir 
poy eh oe , ie 
a bi 
a bi 
iy - gl 
. a y¢ 
al is 
m 
- om = 
— Ss 
oe 
ie fe. al 
~— g) 
Wee ae ce 
a Stamps. “] 
SIGNS OF LONG LIFE de 
— tv ARTKRAF b 
aeeaned SIGN CO, LIMA, OHIO | m 
rik a ———— ps 
i es : 4 to 
— : 
ne see w 
ps 
gl 
us 
x Cl 
ap 
ee sey | bt 
eae he 
a 4 4. : i ad li 
We \ ar 
aoe hy ax Bk 
Ce Zs Br 3 & 
i ie ¥ KK J i -e 
ae Wier4 \ as 
. vane X} \> n 
mig NA "Je a : : ; 
i, ue ee - fs - ee a ih. . 
eat ad i. eke we s 8 | b 
im NAL r/ — Ba, SA SS ag gl 
Shere \) < Y ») gi 
se! VES 
at Tar tr 
oe \ / K\K th 
—s WA _ | | 
Va ae A 
sae < y 
en AY 7 }¢ 
7 vase 
1 / } 
Vesa’ 
Bi 
be 3 —— Tce 
or WA 
 : VA) a 
a \A\ SS 
1 
‘4 | 
? | a | 
‘oe : Hi — 
7% 7 ‘ 
| 
ae * ‘ie % & RIP Megs < 2S 5: tallies Va iit Meee uy \G as ee er a ~ a Tie oe 2 iit a cay 
Py. wae . ah Prive a pak Gi aS if a aS 2 oa \ br cs : ; A ot me ‘iF bs are igh ; : ae ‘ we me Sa — 7 a ae af? os aa Ae “4 


July 20, 1942 


ADVERTISING AGE 


29 


| 


Libby Introduces 


Glass-Pack Beans — 


to Grocery Trade 


‘hicago, July 15. — A _ business 
paper campaign which sent the ad- 
ve tiser scurrying to provide stocks 
for interested grocers was revealed 
today by Libby, McNeill & Libby. 
Inserts, spreads and full pages in 
some 50 grocery publications pro- 
mo'ing the sale of Libby’s deep- 
brown beans packaged in glass 
brought such a response from the 
grocers that the company has not 
yet planned further promotion, and 
js now concerned with its ability to 
meet the demand. 

he announcement of glass- 
packed beans to the trade appeared 
in Chain Store Age, National Gro- 
cers Bulletin, Progressive Grocer, 
Super Market Merchandising, Vol- 
untary and Cooperative Groups 
Magazine, Wholesale Grocers’ News 
and numerous state and regional 
grocery publications. Progressive 
Grocer carried a four-page, three- 
color insert, which was headlined 
“Libby’s Deep-Brown Beans—Now 
a Bigger Seller in Glass.” Copy 
describes the three varieties of the 
beans available: packed without 
meat but with tomato sauce; with 
pork and molasses; with pork and 
tomato sauce. The jars are available 
in 12- and 17-o0z. sizes. 

The insert follows the same sales 
lines laid down by other manufac- 
urers who have switched to glass 
packaging; the eye-appeal of the 
glass-packed beans is played up, 
using such selling tags as: “Your 
customers see them and they 

on sight.” 

Whether the company will pro- 
mote the beans in their new pack- 
age to consumers is not yet decided. 
It is known that testing was con- 
ducted in some 15 key cities last fall, 
but the identity of the test cities 
has not been revealed, and the like- 
lihood that advertising will be used 
is dependent on solution of supply 
and closure problems. 


B & M PACKS IN GLASS 

Portland, Me., July 15.—Burnham 
& Morrill Company, maker of B & 
M baked beans, is currently pro- 
moting a new glass jar for its prod- 
uct with insertions in grocery busi- 
ness papers. The company has pre- 
viously merchandised a glass bean 
pot, which held 28 oz., and the new 
copy states that the packaging has 
been changed from amber to clear 
glass. Chief impetus, however, is 
given to a 19-oz. jar, evidently to 
replace the tin containers formerly 
used for the product. 

Says the copy: “From now on, B 
& M brick-oven baked beans will 
come to you only in these two at- 
tractive glass receptacles. .. As 
these famous New England baked 
beans reach you in their new ‘war- 


PRINTING 


Leading Agencies Rely on 
Faithorn 3-in-1 Service! 


We would like to show you 
samples of work that we 
are regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad-setting, Engraving 
and Printing—all under 
one roof. Phone or write to 


The Faithorn Corporation 
504 Sherman St., Chicago 
Phone WA Bash 7820 


. Employees of The Faithorn Corporation 
subscribed 100% for Defense Bonds * 


PQPSYICTORY 
W BUY 


. <7 
time dress’ please remember this: | 


there has been a change in con- 
tainers only.” 

The advertisement also calls at- 
tention to B & M’s consumer adver- 
tising campaign, now appearing in 
The Christian Science Monitor, 
Good Housekeeping, Ladies’ Home 
Journal and The Saturday Evening 

ost. 


Gas Gun Introduced 


The Gas Gun, first automatic 
acetylene torch, is being introduced 
by Gas Gun Company, Salem, Ore. 
Designed like a pistol, the gun is 
ignited when the trigger is pulled, 
and is used for soldering, 
soldering, light brazing and lead 
burning. Promotion plans are being 
handled by Joseph R. Gerber Com- 
pany, Portland, Ore. 


silver 


Margarine Law Attacked li: i 
Constitutionality of the 1931 Ne- | Dewey. Spokes Advanced 
braska oleomargarine law, taxing W. R. Dewey and R. E. Spokes! 
the product 15 cents a pound, has have been elected vice-presidents of 
been challenged in a suit filed with American Brakeblok Division of 
the Nebraska state supreme court American Brake Shoe & Foundry 
by Theodore Thorin, Omaha grocer, Company. In addition to new duties, 
who contends the law is void and | Mr. Dewey will continue to serve as 
discriminatory in that it restrains| plant manager, and Mr. Srekes as 
trade. technical director of the company. 


Red Star Yeast 
Copy Emphasizes 
Nutritional Value 


Milwaukee, July 16.— Centering 
promotion on the nutritional bene- 
fits of its yeast, Red Star Yeast & 
| Products Company is currently con- 
ducting a newspaper advertising 
campaign in its Midwest trade area. 

Large-size copy runs once a 
month, and smaller insertions once 
or twice a week in the newspapers 
used, with a total of about 10,000 
lines to be employed in each 
paper during the campaign. Typi- 
cal copy leads off with this head- 
line: “Mommy, what does vitamin-| 


hungry mean?” The text discusses 


|the nature of vitamins and describes 


Red Star’s vitamin fortification. 
“Each foil-wrapped cake of the 
new Red Star yeast,” it declares, 
“now has six times more vitamin B, 
and three times more vitamin B:. 
Just two cakes a day supply an 
adult with 100 per cent of the daily 
minimum requirement. . .” 

The advertisements stress the use 
of the yeast in eating and baking. 
N. W. Ayer & Son, Chicago, is the 
agency. 


Four A’s Elects Mayne Co. 

American Association of Advertis- 
ing Agencies has elected to mem- 
bership Charles H. Mayne Com- 
pany, Los Angeles. 
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© Consolidated (aaZad Papers at Uncoated Paper Prices 


While mechanical type setting, high speed press- 
es, quick drying inks and similar developments 
improved the quality and lowered costs of modern 
printing, the ultimate was reached with Consoli- 
dated’s introduction of coated paper so low in price 
that everyone could afford to use it. 

This development removed fine enamel paper 
from the luxury class and made its use possible for 
publications, catalogs and other printed pieces for 
which coated paper had long been prohibitive. 

When Consolidated Coated was introduced some 
years ago, the first reaction from Printers, Publishers 


Consolidated Coated Papers are stocked 


and Advertisers was one of amazement... a coated 


paper at uncoated paper prices seemed impossible!! 
Then, as they tried it, they learned that the seem- 
ingly impossible had been accomplished. 

If the cost of fine Paper has been a source of 


worry, you have never used 
Paper. Do so and you will 
find you can obtain printing 
results comparable to those 
on paper far higher in price 
- + « Or step up your paper 
quality with no extra cost. 


by leading paper merchants 


throughout the country. Ask any one of them, or your own printer, which 
of the four grades listed here is best for the job you are now planning. 


pia _— 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 
WISCONSIN RAPIDS, WISCONSIN 


SALES OFFICES 


135 $0. LA SALLE ST., CHICAGO 
Owner of four modern paper manufacturing plants. 


Consolidated Coated 
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Corn Products 
Airs ‘Stage Door 
Canteen’ Over CBS 


| canteen under terms of the con- 
tract. 
|agency. 


C. L. Miller Company is the 


Adds to Fidler Lineup 


Carter Products has added nine 
outlets, making a total of 86 Blue 


New York, July 16.—Stage Door|Network staticns, to the lineup for 


Canteen, the popular service men’s 
rendezvous operated by the Ameri- 
can Theater Wing War Service in 
the basement of the 44th Street the- 
ater, was purchased by Corn Prod- 
ucts Refining Company last week as 
a half-hour weekly radio program. 
A two-year contract has been signed 
which guarantees the Theater 
Wing's canteen $260,000, or $2,500 a 
week. 

The new program is scheduled to 
go on the air July 30 over 43 CBS 
stations, and will be heard Thurs- 
days from 9:30 to 10 p. m., EWT. 
Copy will be institutional for the 
most part, though plugs for specific 
products of the company will be in- 
serted whenever the opportunity 
presents itself. Plans call for guest 
stars who will be paid separate and 
apart from the money going to the 


“Jimmie Fidler from Hollywood,” 
effective July 12. The program is 
aired Sundays from 9:30 to 9:45 
p. m., EWT, for Arrid. Small & 
Seiffer is the agency. 


Adds Two-Color Rate 


National Home Monthly, Winni- 
peg, has announced a_ two-color 
rate for other than black as the sec- 
ond color, effective with the August 
issue. Rates are: one page, $1,750, 
three-quarter page, $1,400 and half 
page, $950. 


Agency Expands Facilities 
Eldridge-Northrup, Inc., Trenton, 

N. J., advertising agency, has ex- 

panded its facilities to include com- 

plete market research and analysis 

through Haas Marketing Service, 

_— the direction of Harold M. 
aas. 


RR coters from Brooklyn... 


WWIL Daytime Coverage 
PRIMARY and SECONDARY 


You get both with: 


NEW ORLEANS 


50,000 watts - - clear channel 


Even Dodger-mad Brooklynites sometimes listen to WWL, New 


Orleans, as our fan mail proves. 


We've received letters not only 


from Flatbush, but from all over the U. S., as well as Canada 


and Alaska. 


It’s bonus coverage for you. 


But what makes WWL the No. 1 


buy in the Deep South is its home-market mastery. To “own” 


New Orleans, sell via New Orleans’ own favorite. WWL .. . 


The greatest selling POWER 
in the South’s greatest city 


CBS Affiliate—Nat'l. Representatives, The Katz Agency, Inc. 


Philosophy of Selling ‘loeAmerica’ His War Bonds 


Who fives in America? 


must approach with the truest possible picture 


AMERICA™! 


ten thousand jobs in our nation 


What is his buying power? 


HALF OF 110 BILLION DOLLARS 


great thinkers in all ages: “The fickle disp 


Amenca at war is faced with the problem of selling her people War Bonds, 
the certificates that will buy the machines and equip the men who must 
fight for freedom. This is a huge selling job and one which the marketer 


LET’S LOOK AT THE MARKET! LET'S LOOK AT “JOE 


What percentage of our population ts he? 


He 1s approximately 80% of all Americans — that great segment 
whose annual family income is $3,000 or less 


How does he make his living? 


“Joe Amenca™ is the truck dnver, the steamficter, the shipping clerk, 
the streetcar motorman, the painter, and the worker at all the other 


Available statistics indicate that “Joe America” will carn in wages (not 
salaries) about half of the estimated national income for 194:— 


THIS IS THE MAN — THE EVERYMAN — of whom the late 
Mornil Goddard, brilliant editor of the Amencan Weekly, said) “The 
great mass, then, of the American public has neither the time nor the 
desire to study asserted facts and weigh arguments.” 


And Spinoza deftly captures in these words an opimion shared by many 


um 


of his prospective buyers. 


of the Ititude ts 


governed solely by emotion, not by reason.” 


cece es wee eee ee eee ee ee ee eee 
| 

| The selling of War Bonds 1s the selling of an ideology’ What ws a War 

| Bond’ It's a piece of paper, a government secunty 

| Can “Joe America’ eat it? 


brown and white sport shoes? That va 


been dreaming about tor year 


But... 


ONLY THAT! HE WILL BUY WAR 


SELF INTEREST 


THIS IS “JOE AMERICA"-THE AMERICAN MARKET 
- THE MAN WHO BUYS EVERYTHING SOLD HERE! 


He is the man who must be reached by any War Bond 
Publicity effort which hopes to be successful! 


~. « Gan he wear it? 


~. « Gan he ride in it? 


Dees “Joe America’ WAN'T a bond? 


Vex But does he want it before bis wite’s red r 


ation trp? That rt 


‘Joe America” will buy the safety of his wife, his home, 
his children, his job and his freedom before red nail polish! 


HE BUYS EVERYTHING ELSE BECAUSE OF SELF AND 


AND ONLY THAT' 

Then War Bond pubherty, to be truly effective, must not depend upon 
ratory, upon appeals to patriotism, upon scholarly vaguities 

It must make “Joe Amenca’s” home town into a Coventry! It must cell 


the war story om terms of me and mine! Semply, dramaucally, dynamically 


.. but always with the keynote of self interest! 


ail polist That extra pair 


BONDS BECAUSE OF 


* He buy 


speak bis 


to a FREE “Joe 


mans ve 


Wamiiten County Committes 


U.S. WAR BONDS PLEOGE CAMPAIGN 


Why has ‘Joe America” bought ? 


“Joe America” has bought those things which have been sold to him 


terms on the proposition that these things are good / 


s JELL-O for “LOCKED-IN™ favor 
* He buys PEPSODENT for “IRIUM™ and 
“TEETH TWICE AS BRIGHT 
* He buys ETHYL GASOLINE for “PING-LESS” motors 
* He buys PEPSI-COLA for “TWICE AS MUCH FOR A NICKEL 


“Joe America” buys everything for its advantage to 
him and his loved ones . . 


. and for no other reason! 


War does not change the fundamentals of markenng — the fundamenta 
that are SIMPLICITY AND SELF. Those fundamentals make Joe 
Amenca buy beans bath tubs and Bonds 


5 s x 


Before Pearl Harbor, many Americans in high places smelled dange 
They err 


ed to tell “Joe America” about it, but too often they tailed ¢ 


language 


who was making more money than he had for a good 


... they talked of "FREEDOM OF THE SEAS* 


to “Joe Amencas,” the far greater majority of whom have never seen the sea! 


SUCH MESSAGES DID NOT BRING DANGER TO “JOE 
AMERICA’S” MIND BECAUSE HE DID NOT UNDER- 
STAND THEIR IMPORT AS TERMS... AND WHEN HE 
DID, HE FAILED TO SEE ANY CONNECTION BE- 
TWEEN THEM .4ND HIMSELF. HERE THE PROBLEM 
WAS ONE OF SELLING AN IDEOLOGY. 


Like beans, bathtubs and bonds, ideologies must. be sold to 
Joe America” with the tools of simplicity and self interest! 


| 
| 
| 
| 
| 
| 
| 
l 
| 
| 
| 
| 
| 
| 
| 
| Such messages talked of “ECONOMIC SLAVERY” 
| 
| 
| 
| 
| 
| 
| 
| 
| 
l 
l 
| 
| 


it CAM happen here! 
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Lend Uncle Sam at least 
We out of every dollar 


ee 


The four pages reproduced here are from a book of reprints which the Hamilton County, Ohio, 
War Savings Staff has just sent to all war savings staff administrators as well as to certain offices in 
Washington. The first three pages express the philosophy of the Cincinnati men who worked out 
the campaign, and the fourth is a reproductionof one of the newspaper advertisements run in all 


three Cincinnati dailies, 


Because the “Joe America” philosophy expressed is so sound, not only for the sale of war bonds 
and stamps, but for every type of public service advertising, Advertising Age believes it worthwhile 
to present the full text here. The book itself contains the complete series of advertisements used 
in the campaign, and is available on request to communities which believe the material will be help 


ful in their own bond drives. 


The entire campaign and the brochure explaining its underlying philosophy was produced for 
A. E. Anderson, chairman of the Hamilton County War Savings Staff, by Bert Johnston, director of 
advertising, Kroger Grocery & Baking Company, and W. J. Sanning and M. J. Whitmer, of the 
Kroger advertising staff. Photographs for the advertisements were made especially for the cam 
paign by Underwood & Underwood. 


Sitroux Opens 
Drive for New 
“DeLuxe’ Napkin 


New York, July 15.— Sitroux 
|Company has launched a series of 
|}monthly half-column insertions in 
Good Housekeeping to introduce its 
new Lotus DeLuxe sanitary nap- 
kins. Schedules will be expanded 
to other women’s magazines as soon | 
as full national distribution is ac- 
quired, 

Sitroux has had a Lotus sanitary 
napkin on the market for some 


time, distributed through syndicate 
and variety stores. Although the 
product received considerable pro- 
motion in business papers, there 
was no consumer advertising. The 
new deluxe napkin is referred to as 
a “fluff-type,” and copy emphasizes 
four special features. Franklin 
Bruck Advertising Corporation di- 
rects the account. 


Joins Weiss & Geller 


Stanley A. Brown, formerly presi- | 
dent of Brown & Thomas Advertis- 
ing, has been named executive vice- 
president of Weiss & Geller, New 
York. 


221 MH. LA SALLE ST., CHICAGO, 


WHO ADVERTISED WH 


IN THE LAST WAR? 


@ Many manufacturers and their o 
ing agencies are trying to remembe 
the competition did 25 years ago. 
How much simpler it would be 
one of these manufacturers had a 
book for the war years that showed 
torial publicity and competitive adv: 
We can help you build such a pe 
record for the years to come, at a 


| ably low-cost. 


Just ask for Booklet No. 20. 
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VAT BA POIN'S 


Copyright 1942 


Above is the cover of the 12 x 12” three-color brochure used by the 
Advertising Club of Springfield and adopted by some of the war in- 


dustries to generate fighting spirit in wartime undertakings. 


Like the brand on a Texas steer. this symbol may seem to 

he a strange assortment of marks. But there is thought behind 

i. The star is for leadership. The gear-wheel is for all of us and 
the work we do and how each task fits together in one great. power- 
fuleffort. The S and 4 is a quick way to remind us of our four great 


Weapons: SWEAT. SPEED, SKILL. SERVICE. 


The S4 brochure is available to any war industries or advertising 
lubs who may wish to incorporate it in war effort drives. Either it 
an be purchased at publication costs or reproduced with permission 
{the author. Write Kenneth Hinshaw, Advertising Club of Spring- 


teld. Box 1482, Springfield, Massachusetts. for information. 
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Springfield uses avverTIsinG 
ro make Fighting Spirit 


(devas K WASHINGTON 


picked out a site on a hill beside the Connecticut and said it 


was a good place to make guns to help win American liberty. 
Now it’s again making guns—and ‘most everything else an 
army needs—to protect our freedom. 

It takes more than machines and men and materials to 
make weapons fast and well... it takes a spark in your 
spirit. 

Advertising can help kindle that spark. 

The Advertising Club of Springtield set the stage May 
12 for a heart-to-heart talk on fighting spirit among military 
and civilian leaders. ‘That was at a banquet, but the mes- 
sages of these speakers went home all over the city by way 
of Springfield’s newspapers. And for days afterwards the 
stimulating influence of these discussions has been felt in 
factory, market and home. 

And what was stimulating? 

It was the plain fact that the best weapons we've got are 
our SWEAT, our SPEED, our SKILL and our willing- 
ness to render supreme SERVICE. 

This idea was erystallized in a big 12 x 12° brochure pre- 
sented as a souvenir of the banquet (see cut). ‘That was 
just a starter. The brochure called “S4° for its walloping 
messages on sweat, speed, shill, and service was promptly in 
demand by defense industries as a means to inspire workers 
with the seriousness of their responsibilities to their country. 

The ball is still rolling... and it illustrates very well that 
ADVERTISING can create fighting spirit... that it can 
sell us vital ideas as well as goods. Yes, indeed, Springfield 
is demonstrating that ADVERTISING IS A WEAPON 
FOR VICTORY. 


Engravings by Massasoit Engraving Co., Springfield 


Here's an inside spread of Springfield's 54 brochure. The copy is exceedingly plain spoken. 
The layout and illustrations pack wallops, too. William E. Warne, acting chief of WPB’s war 
production drive, says of it: “You have effectively stated the case for more production—the 
keynote of our National Production Drive. Sweat, skill. speed and service (or sacrifice) will 
do the job which we have before us.” Copy and layout is by Kenneth Hinshaw, art work and 
production in photo-offset by General Printing Co.. Springfield, Mass. 


ADVERTISING CLUB OF SPRINGFIELD 


SPRINGFIELD, MASSACHUSETTS 


(DV ERTISING AGE is pleased to present this page, on which its own promotional message would normally appear, to the activities of the Advertising Club of Springfield, Mass., in boost. 
ng war workers’ morale and production. Other groups which have patriotic or war effort messages specifically addressed to the advertising field are invited to make use of this space in 
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Cleveland Adclub Elects; 


Goes Into 42nd Year 


The Cleveland Advertising Club 


marked its 41st birthday, and began 
its 42nd year of 
service to the 
advertising and 


civic interests of 
Cleveland, with 
the election to ' 


the presidency of 

Leo P. Doyle, ad- 

vertising director 

of the Cleveland ' 
News. He suc- 
ceeds George F. 
Buehler, presi- 
dent of Buehler 
Printcraft Com- 
pany, who has 
served two terms. 


—— 


Leo P. Doyle 


Other officers elected are Clay L. | 


Reely, Fuller & Smith & Ross, and 
Wm. M. Farrar, Cleveland Better 
Business Bureau, vice-presidents; 
Wm. L. Cope, Stratford Press, 
reelected treasurer; and Horace C. 
reelected secretary-man- 
ager. 
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Here’s Helpful FREE 
Booklets on 
‘““WHAT TO SAY”’ 


in Your Advertising to Specific 
Business and Industrial Fields 


Mechanical Design 
( What Mechanical Designers Want 
in Advertising Copy Today. 
() Design Activity Under War Pro- 
duction. A January 1942 survey. 


Metal Working 
(0 Questions —in the minds of metal- 
working production men today — and 
how advertisers are answering them 


in AMERICAN MACHINIST. 


Electrical 

O “KNOW HOW” Advertising is 
Helping to Win the War. Examples 
from current issues of ELECTRICAL 
WORLD. 
(0 How manufacturers are helping 
solve the problems of Electrical Con- 
tractors and men in charge of elec- 
trical departments in large plants. 
Actual advertisements from ELEC- 
TRICAL CONTRACTING. 
() Technical and practical data on 
the vastly expanding electronics field. 
“What to say”’ suggestions for ELEC- 
TRONICS' advertisers. 

Construction 
() What Advertisers Are Saying to 
the Engineered Construction Industry 
Today. Actual examples of how man- 
ufacturers are making their copy in- 
formative and productive. 
[) Engineers and Contractors Tell 
What They Want to Know About 
Building Products. 


Mining 
© War Talks on Advertising to Es- 
sential Mining. How manufacturers 
are helping mining men meet today's 
problems. 

Power 
(0 The kind of advertisements that 
will interest, and be helpful to, engi- 
neers, chief engineers and power con- 
sultants. 
(1) Power Engineers Tell What They 


Want to Know About Mechanical 
Transmission Equipment. 
Textile 


(0 How Editors and Advertisers are 
contributing to the Win-the-War Pro- 
gram—in TEXTILE WORLD. 
Chemical 
[) What Chemical Engineers Want to 
Know About Your Products. 
[) How to Develop Advertising that 
Clicks With Chemical Engineers To- 


day. 

Food 
1 A Guide to Effective FOOD IN- 
DUSTRIES Advertising. 


~ rn 

FOR COPIES just check the sub- 
jects you are interested in— clip 
this ad to your letterhead — and 
mail to: 


McGRAW-HILL PUBLISHING CO. 


330 West 42d Street, New York, N. Y. 


JULY ADVERTISING LINAGE IN NATIONAL MAGAZINES 
——-1%42—— -~1941———., | a 1 #4. 22 ——— 1941——— 
Pages Lines Pages Lines | Pages Lines Pages Lines 
GENERAL +Parents’ (National) 36.7 15,728 35.4 15,204 
*Ace Fiction Group.... , 11.4 2,544 10.8 2,426| *Personal Romances ...... Unavailable 
*Actual Detective .... alate 3.0 2,014 Photoplay-Movie Mirror 
American ..... e 30.0 12,886 29.3 12,569 0 a eee ee 26.7 11,462 26.3 11,262 
*American Forests eee 8.3 3,486 7.6 3.192} Radio Mirror (Mac)....... 18.6 7,966 17.6 7,545 | 
American Home ...... ; 18.2 11,506 27.0 17,085 | Romantic Story (F). 19.8 8,330 20.9 8,765 | 
American Legion _ ; 4.1 3,910 3.3 3.574| “Screen Guide ......... 12.3 8,346 13.0 &,853 
‘Arts & Decoration Screenland Unit ...... ee ,1.9 9,409 21.9 9,433 
(Combined with Spur) Suspended Screen Romances (MM).... 23.8 10,225 27.9 2,004 
RI is iscccanses re : 1.3 564 8.2 ooh ke ee ee ere ee 9.2 6,250 eae anes 
‘Beauty & Health. Discontinued 11.1 4.744) True Confessions (F)...... 25.0 10,519 22.5 9,464 | 
Better Homes & Gardens... 31.8 20,078 32.9 20,809] True Experiences (Mac).. 21.1 9,066 20.7 ,872 
Born LAGS ....« it 10.5 7,115 10.1 6,836 | True Love & Romance | 
Child Life ... re 1.5 649 3.4 1,442 Se seus eee hand cawk ese 19.6 8,400 18.4 7,880 
Christian Herald , ; 12.4 5,299 14.6 6.273) True Romances (Mac)..... 23.9 10,293 20.9 8,966 | 
Columbia 1.3 S61 1.3 $94| True Story ...... - , 0.4 12,604 36.7 15,760 
Cosmopolitan. ‘ $4.5 19,10] 46.2 Sat We cence eaese ‘ ae abe dive $1.4 19,842 27.8 17,545 
r*Country Life Suspended 18.8 PRO DR gy ae i) eer 81.9 9,405 27.0 11,589 
|} *Dell Detective Group 4,576 6.4 2,745 Woman's Home Companion 35.9 24,386 39.4 26,806 
*Dun'’s Review 2,557 0.5 [te SO ttradlekinwi<ch tens 2 Rae w“n eens esos s60808 | 
Elks pale vr 7.4 3,168 -- 
Esquire (National) 37.7 SE,3EGi ‘TOG. GOED. cacaccunccns 735.5 364,718 785.7 389,967 
*Extension ‘ 6.8 4,650 STANDARD MAGAZINES } 
Fawcett Men's Group 5.9 2,557 5.7 2,377| American Mercury .... ne 10.3 1,869 7.9 1,454 | 
Film Fun ... ; : 7.9 1401 6.8 2,915 | Atlantic Monthly 15.0 8,526 10.7 2,534 | 
WOCTHMEO ci ccavus - 96.7 61,112 75.8 47,919 | Harpers Magazine 20.3 4,834 14.1 3,349 | 
Front Page Detective. . b's 10.6 4,542 6.3 2,683 — ———$. —————-— 
*Grade Teacher, The : No Issue Total Group — a 65.6 15,029 32.7 7,337 | 
*(juide Detective Unit..... 2.9 1.992 2.3 1,521 OUTDOOR } 
‘*Hillman Detective Group. 12.2 5,220 “ft ....| American Rifleman . Tr 22.2 9,522 20.4 8,762 
House Beautiful .......... 16.6 10,496 18.7 11,833 | Field & Stream............ 22.6 9,709 27.3 11,690 | 
House & Garden. 12.2 7.710 13.5 8,515| Fur-Fish-Game ........... 12.0 5,166 17.0 7,304 | 
*Improvement Era 14.0 6,006 10.8 1,622) Hunting & Fishing...... : 8.9 3,833 11.3 4,835 | 
Instructor - 7 : No Issue Outdoor Life oe 16.6 7,128 21.9 9,406 
Mechanix Illustrated 20.5 IT 0 6,.054| Outdoors ........ Pa et 3.7 1,602 5.1 2,167 
Moose Magazine ... &.2 3, 4.3 1,859) tOutdoorsman re watt ciao 10.7 4,602 | 
‘*Motor Boating .. , 78.9 33, : TO DE Secnrevceaver 13.8 5,902 16.4 7,015 | 
National Geographic ; 15.7 3 16.9 { —_ Se 
Nation's Business 35.9 5,3 12.6 18 Total Group . 99.8 42,862 119.4 51,179 
*Nature Magazine ; 5.9 2,5 5.2 2, MAIL ORDER 
Open Road for Boys. 4.1 175% 6.9 2, oo, re Suspended 3.2 2,184 
|} Popular Mechanics 49.5 11,084 6.7 12. *Mother’s Home Life..... . No Issue | 
| *Popular Publications 11.5 2 602 12.3 ,# , Woodmen of the World.... 1.8 756 6 247 
Popular Science : 41.3 0.241 46.1 10 _—- — ~ 
Redbook —. 28.4 12,167 33.4 14 es IPOD cetesnecsveve 1.8 756 6 247 
*Rotarian ... 1.0 2,102 S.0 3, JUNE WEEKLIES 
Scientific American 8.6 t.G85 x4 S. *American Weekly ....... 27.3 51,919 26.4 50,346 
*Secrets. Tee Teer , 4.4 4,032 8.0 3, Business Week 186.8 80,122 153.8 65,966 
*Street & Smith Fiction og re 117.6 T9983 145.6 O8,993 
Group 10.5 2,352 6.0 1.364) Cue pudve 54.1 23,192 59.4 25,470 
*Sunset 15.0 6.444 23.0 “879 ) Family Circle 68.9 »G 583 70.1 30,084 
*Thrilling Group 14.8 318 1S.8 1,206 | ‘*Forbes . 20.5 8,789 24.7 10,614 
Town & Country 22.5 15,1380 2.5 15,113 | Grit... 8.8 10,139 12.3 12,453 
Travel ; » 101 3.8 2.427) Liberty 46.5 19,959 63.8 27.367 
True Detective ; 2.283 6.2 2,669 | 'Life - 244.1 165,969 270.2 183,701 
*Vachting 33.4 1,08 3.0 27,176 Look or ° $9.1 33,394 9.4 20,010 
om 2*Movie-Radio Guide — 8.1 5,486 11.9 8,079 
Total Group 764.3 855.27 S0O7.0 369,819 | (Newsweek a 159.6 68,469 144.9 62,142 
WOMEN'S MAGAZINES *New York Times 37.7 37,672 36.0 35,956 
*American Girl 2.8 1,219 2.4 New Yorker . 138.5 59,413 150.0 64.365 
*Charm 9.9 4,243 13.7 PTS ce snsews a 4.0 2,720 2.0 1,388 
Glamour 7.5 3,211 15.3 | Saturday Evening Post.... 203.9 138,661 240.4 163,488 
(jo0d Housekeeping 54.4 25.408 62.3 *Scholastic ..... ° ..-e No Issue 
Harper's Bazaar 24.2 16,287 23.1 'tThis Week te 34.9 29,662 27.7 28,543 
| Holland's 6.5 1,878 7.6 2. ee 51.9 108,044 282.8 121,344 
| Hollywood (FP) 25.7 10,778 28.5 | *United States News, The 76.5 32,824 17.0 20,146 
Household . 11.1 7,070 11.7 | — 
Ladies’ Home Journal 16,2 s1,445 2.0 35,834 | a . -~ . ° . 
Mademoiselle ; 28.0 12016 9 14.243 | Total Group 1,738.8 986,000 1,798.4 1.080.455 
McCall's 7.4 25,444 1.5 29,606 a 
Modern Romances (MM) 25.4 10,880 24.5 10,526 *Figures furnished by publisher. 
Modern Sereen (MM) 27.5 11,785 29.8 12,775 11942 format 850 lines; 1941 format 1,030 lines. 
Motion Pieture ¢F) 26.4 11,072 28.2 11,847 ‘Not included in total, 
*Movie Life Unavailable 1Five issues both years. 
*Movie Stars Parade Unavailable “Five issues, 1942; four issues, 1941. 
Movie Story (F) 26.8 11,260 29.3 12,312 | ‘Four issues, 1942; five issues, 1941. 
*Movies “s ; ; Unavailable 'Two issues both years. 
Parents’ €N. Y. Metro. Ed.) 30.4 16,874 38.0 16,687 Three issues, 1942: two issues, 1941, 
Possible Chain retained only about 15 per cent of of the additional sales volume as 
| the additional sales as profit. This| profit. Companies showing smaller 


Sales Squeeze Is 
Shown in Report 


Boston, Mass., July 15.—Although 


limited price variety chain 
sales rose 15 per cent over 
jmark last year, and average 
|per store were the highest on 
}ord, dollar expenses also rose t 


highest point in the last 12 years, twenty-second in a series, on the 
giving an indication of future prob- | Operating results of department and 


lems for variety chain operat 
The increased sales volume 


to take care of the extra bus 
higher sales expenses—chiefl 


In the face of an inevitable 
decline developing from 
dise scarcities associated with 
ceilings, these higher dollar 


|penses may soon be an acute head- 
earnings 


lache. The favorable 
1/1941 may be replaced by g1 


|}diminished profits or even losses. 


Report Represents 90% 
This picture of the chain 


field is gleaned from a report by the 


Harvard Bureau of Business 
search under the sponsorship ¢ 
Limited Price Variety Stores 


ciation, which was written by Eliza- 


beth A. Burnham. The repo 
sales, margins and expenses is 
on reports from 41 
senting more than 90 per ce 
the total limited price chain v« 
in the United States. 

An interesting compariso 
jdrawn between large and 
moderately sized chains. The 


chains reported sales 10-20 per cent 
higher than 1940, while the smaller sales in 


chains, frequently located in 
of higher consumer 
power, reported average sales 
per cent higher 


however, experienced a substantial their sales by 25 per cent or more 
they in 1941 retained only 17.5 per cent 


increase in expéme, so that 


stores 


1940's 


reflected a jump in retail prices, and | While the number of individual sales 


salaries and wages—were necessary. 


merchan- 


chains repre- 


purchasing 


The smaller chains, €xpenses; companies which boosted 


Was in contrast with almost 25 per 
cent retained by the larger chains 
from the comparatively smaller per- 
centage sales gain. 


increases, 5-15 per cent, were able 
to retain 26.6 per cent of the addi- 
tional volume as profit. 
. DEPARTMENT STORES 

SHOW 17°/, SALES RISE 

sales Boston, Mass., July 15.—The Har- 
rec- | Vard Bureau of Business Research 
o the | today issued its annual report, the 


Paris Named Agency 


The Commonwealth Plastic Com- | 
pany, Leominster, Mass., has ap-| 
pointed Sherman B. Paris Adver- 
tising, Ashburham, Mass., its agency. ' 


jagainst 369,819 lines 


— 


Magazines Show 
Improved Position 
in Latest Report 


New York, July 15.—July issues 
of monthly magazines and Jiine 
weeklies showed relative improve. 
ment over volume during ea: jer 
months this year, an ADVERTI<!Ng 
AGE tabulation based on Pub! <h- 
ers’ Information Bureau figures (js. 
closed today. 

Biggest spurt forward was pn ‘eg 
in the general magazine classi 
tion, with 355,274 lines for July. 
in the s ne 
month a year ago. This loss of 3.9 
per cent was a distinct improvement 
over the 16 per cent loss suffered 
in June issues, as compared \. th 
June, 1941. 

Linage for July women’s mz»: a- 
zines totaled 364,718, a drop © 7 
per cent from the 389,967 repo: eq 
the comparable month a year ; zo, 
but a much better showing than ‘he 
16 per cent drop in June, aga st 
June, 1941. 

June issues of weeklies SO 
showed strength. Linage this \ -ar 
was 986,000, against 1,030,455 | .¢es 
for June a year ago. This loss: of 
4.3 per cent compared favors >ly 
with the May decline of 12.8 er 
cent. 


Kircher, Lytle Form 
New Dayton Agency 


Incorporation of Kircher, Ly'le, 
Helton and Collett, Dayton, O., to 
handle all types of advertising and 
promotion service for national, re- 


gional and industrial accounts, !:as 
been effected by Henry L. Beigel, 
James S. Stubbs and M. Wack. 
Officers of the company are J. 
Horace Lytle, president; Ralf C., 
Kircher, vice-president; Carter B. 


Helton, treasurer and business min- 
ager, and Robert Collett, secretary. 


The following accounts will be 
handled by the agency: Aeroprod- 
ucts Division of General Motors: 


A. H. Heisey & Co., Newark, 0.; 
Moraine Products Division of Gen- 
eral Motors; The Master Electric 
Company; Hobart Mfg. Company, 
Troy, O.; Howard Paper Company, 
Urbana, O.; Aetna Paper Company, 
Dayton, O., and Buckeye Iron & 


| Brass Works, Dayton. 


WNBC Moves Studios 


Station WNBC, Hartford and New 
Britain, has moved all studios to 
Hartford. 


Corby Tle ADVERTISING LINEAGE 


Ist Half 1941 Total 30,844 Lines ’ 
Ist Half 1942 Total 40,337 Lines, nr 


GAIN 30.2% <-> 


specialty stores, mirroring a rise of 
per cent in total dollar 


rs. 
also 17 sales, 
iness, | transactions was rising about 5 per 
y in | cent. 
. The physical size of the individual 
sales | Sale was larger in 1941 than in 1940, 
due in part to customers’ tendencies 
price to fear approaching shortages, and 
ex-|to buy in larger quantities. Simi- 
larly, about half of the 17 per cent 
of increase in dollar may be 
reatly | Charged off to higher prices. 

As in other lines, the advancing 
sales volume was accompanied by 
a total operating sales increase, with 
store Pay rolls rising and supplies becom- 
ing more expensive. Personnel be- 

Re- came a major problem in 1941, with 
yf the indications that the situation will 
not improve in the future. 


sales 


Asso- 
is ae Based on 492 Companies 
based The report, written by Prof. 
Pearson Hunt of the Harvard Busi- 
nt of ness School and Albert R. Koch of 
lume the National Bureau of Economic 

Research, is based on accounts fur- 
n is Nished by 492 companies which 
more | Operate 651 stores. These reporting 


large Companies account for approxi- 
mately 37.5 per cent of the total 
this classification in the 


areas country. 
Stores which had the largest dol- 
20-30 lar sales also had the greatest dollar 
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‘Treasury Corner’, 
Manned by Admen, 
Does Big War Job 


July 16.—One of the 
unusual tie-ups between ad- 


‘nieago, 


most 

yertising men and the war effort is 
that which has been going on six 
day. a week since May 1 at State 


and 
Lo 


Van Buren streets in Chicago's 
and which presumably will 
continue without 
the duration. 
The project, locally famous as 
“Treasury Corner,” was developed 
by Don McKiernan, well Known 
Chic ago advertising and printing 
executive, who is currently acting 
as director of special events for the 
war bond drive of the Treasury De- 
partment in the Chicago area, and 
worke 
the Advertising Managers Club of 
Chicago and of scores of other in- 
dividuals and organizations. 
“Treasury Corner” is a _ war 
stamps and bonds sales depot, open | 
from 9:30 to 5 six days a week, and 
in this respect differs little from 


hundreds of other sales stations | 
throughout the country. There its 
similarity to other sales stations 


however, for 
is housed in the corner 


ends, 
ner” 


interruption for | 


sd out with the cooperation of | 


win- 


| Advertising Managers Club have 
;agreed to act as masters of cere- 
mony during the noonday shows, 
and they work on a regular sched- 
ule, usually two a day—straighten- 
ing out the program, introducing 
the guests of honor, doing the sales 
|talks, and generally working their 
heads off. 

| Admen who have already contrib- 
uted their time—most of them far 
more than they can afford—include 
‘Ray Phelps, Clinton Carpet Com- 
pany; George Simons, General Elec- 
tric X-Ray Corporation; Richard 


Drake, Felt & Tarrant Mfg. Com-'| 


pany; H. W. Dickhut, Diversey Cor- 
poration; Larry Foster, The Hub; 
Ed Grossfeld, Baskin’s; John Ladd, 
U. S. Building and Loan League; 
Herbert T. Webb, Modern Market- 
ing Service; R. W. Neville, Chicago 
Rapid Transit Company; Everett 
Friganza, Illinois Bell Telephone 
/'Company; and Paul Truesdell, Uni- 
versal Oil Products Company. 


Everybody's Helping 
Some of America’s outstanding 


talent, including Marlene Dietrich, 
| Georgie Jessel, Skeets Gallagher and 
Buddy Ebsen, Eddie and Fannie 


|Cavanaugh, Bert Wheeler and Ben 
Bernie have already appeared under 
the aegis of the admen, with many 
more to come. It is practically im- 
|possible for a celebrity or a near- 
|celebrity to get into Chicago with- 


“Treasury Cor- jon falling into the toils of the hard- 


HOW WATCHES REACH 


CONSUMERS 


HOW LONG HAVE YOU 
OWNED YOUR watcr 


"OW was YOUR 
warTce acouimeo’ 


wrHo Burs 
Get warTcwes’ 


T 
WOMENS 


T T r 
BOUGHT FOR WOMEN 


According to “Gruen Time," 


80 1090 


house organ of Gruen Watch Company, two-thirds 
of all watches are sold as gifts and 69 per cent are bought by men. 
watches, how acquired, and by whom purchased is shown in this chart from the 
Gruen publication. 


Age of 


working Treasury salesmen. 
dition, 


In ad- 
a wealth of talent from local 


ing and dancing and instrumental- 
ism, and occasionally from the 
crowd watching the show, has con- 


ture a striking success. 
The admen have an 
warm spot in their hearts for Bobbé 
Arnst, actress who heard about 
“Treasury Corner” on a_ stopover 
while on her way to the West Coast 
promptly volunteered her services, 
and has been on the job ever since 
—either as part of the entertain- 
ment at the corner, or as a volun- 
teer worker in the special events 


radio stations, from schools of sing- | 


tributed to make the unusual ven- | 


especially | 


,| contractors 


|get a chance to see and hear 


office of the Treasury. They’re also 
proud of the fact that WCFL has 
taken over the corner for a 15-min- 


jute show at 11:45 daily, providing 


its own talent and putting the show 
}on the air. 
$1,100-1,200 Daily Sales 
The corner has been averaging 
between $1,100 and $1,200 a day— 


day in and day out—since it started | 


on May 1, and the admen think they 
can do lots better—especially if the 
and their riveters and 
concrete breakers who are finishing 


the subway and rebuilding the street | 


move and let 


really | 
the | | 


the people 


show. 


Consultant to OPA 


L. A. Croswell Named 


Lucius A. Croswell, for the past 
10 years vice-president of Black- 
ett-Sample-Hummert, Chicago, has 
been appointed consultant on mar- 
keting and selling practices in the 
consumers’ durable goods branch of 
the Office of Price Administration. 

George Toomey, formerly with 
Schulte and other chain stores, 
was named chief of the equipment 
and supplies section; T. P. Kelly, 
formerly with Standard Gas Equip- 
ment Corporation, Baltimore, head 
of the section dealing with electrical 
appliances, cooking and heating 
stoves; and Samuel Samson, opera- 
tor of a chain of retail furniture 
Stores in West Virginia and Ohio, 


special consultant on retail prob- 
lems. 


Lyon Enlarges Quarters 


S. Duane Lyon, Inc., New York 


advertising agency with headquar- 


ters at 9 Rockefeller Plaza, has 
taken additional space adjoining its 
present offices, to accommodate an 
expanded art department and re- 
cent staff acquisitions. 


C LET Caby ik SALES 


) ANALYZE YOUR PRODUCT FOR 
THE “NEW MOTHER MARKET” 


> 


For intormation write 424 Madison Ave. N.Y C 


dow of Sears, Roebuck & Co.’s State) 
street store, and it reaches a fren-| 


zied peak of activity from 12 to 1:30 
every day—and all afternoon 
Saturdays—when a parade of talent 
and celebrities does its stuff at the | 
corner for the benefit of the United | 


States Treasury. 
A Show Every Day 
The window was donated by 
Sears, and has had the glass re- 


moved, so that it is in effect a side- 
walk store and stage. Its bond and 
stamp desks are manned by mem- 
bers of the Women’s Defense Corps 
of America, some 70 of whom take 


turns in acting as salesladies for | 


Uncle Sam. 
At noon, however, under the di- 
rection of a special committee of 
the Advertising Managers Club, 
headed by Charles Lilienfeld, Na- 
tional Tea Company, who is club 
president, and James B. Keithley, 
Montgomery Ward & Co., who di- 
rects the activity, “Treasury Cor- 
er’ becomes a scintillating variety 
stage, with stars of stage and screen 
and radio, amateur entertainers, and 
celebrities of all kinds doing their 
best to entertain the crowds and 
boost the sale of bonds and stamps. 
In addition to Messrs. Lilienfeld 
and Keithley, 11 


92% of Taaby Tah circu- 


\_ Jation is in the trading 
'\ areas of cities over 
100,000 in population. 


_ 


COLLINS 
MILLER & 
HUTCHINGS 


INC. 


Photo-engravers in Chicago 
20) North Michigan Avenue 


FRANKLIN 


members of the) 


on | 


GREAT SALT LAKE WOULDN’T BE VERY 


Without the hdele 


“GREAT” 


© And without the important middle-income* families, the Salt 
Lake City market wouldn’t be worth very much to you! 


* There are 41,353 families in Salt Lake City and of these 23,199 


are in that all-important middle-income group. They are getting 


a juicy slice of the Nation’s income today because of wartime jobs 
and wages, and they're looking for a place to spend it! 


* One in every two middle-income families of Salt Lake City read 


Tue Fairy Cincie weekly (Starch Consumer Magazine Report). 
This is a very unusual magazine coverage picture. 


* If you want to get at middle-income families, if you really want 
to cover Salt Lake City and other Western population 
centers, include THe Famity Circie! 


*$1000 to $3000 


~~ 
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Oregon War Bond — 
Drive Points Way 
to Other States 


Portland, Ore., July 15.—As a test 
state for a possible answer to the 
question of voluntary vs. compul- 
sory purchase of war bonds, Oregon 
looked back this week on a highly- 
successful campaign in which lead- 
ing Portland companies and adver- 
tising men cooperated to make 
almost the entire populace bond- 
conscious. 

The program was the result of a 
general meeting attended by adver- 
tisers, members of the Multnomah 
County War Bond Staff, and lead- 
ers of the Advertising Federation of 
Portland, which played a leading 
role in the drive. Plans called for 
an advertisement daily on Page 2 of 


individually by Portiand’s leading 
businesses. Kelmar LeMaster, of 
the Oregonian, is coordinator of the 
county’s campaign, which hit a 
peak during the month of June. 

Each participating company han- 
dled its respective advertisements, 
but all ads were devoted entirely 
to the sale of war bonds through 
the company payroll savings plan 
and were directed to all wage earn- 
ers, asking them to allot at least 10 
per cent of their salaries to the pur- 
chase of bonds. 


400 Multnomah firms out of 2,200) 
employing more than six persons 
had installed the plan. By June 1 
approximately 1,500 firms had en- 
rolled, and 700 to 800 of these have 
'gone over 90 per cent enrollment. 
| Biggest success of the campaign to 
|date came when the Oregon Ship- 
|building plant, employing 30,000 
|men, signed 90 per cent of the em- 
ployes. Twelve per cent of the 
wages of these men was pledged, 


two per cent more than was ex-| 


pected. The roster of firms over 
the 90 per cent mark is still climb- 
ing daily. 

The advertising campaign as one 
phase of the “merchandising war | 
bonds” plan, has been characterized 
as outstanding. A fine spirit of 
‘competition arose between Port- | 
| land’s leading firms and the ads not 
only carried a terrific sales punch 
but were dramatically conceived 
both in idea and composition. 


Scheduling of the advertisements |. 


| was handled by a committee which 
included Miss Olive Keller, adver- 


Fred Jones, Powers Furniture com-| 

One outstanding layout was the 
Meier & Frank advertisement with | 
a shipyard worker and a Red Cross | 
nurse talking straight out of the| 
page, saying: “I’m buying 30 anti-| 
tank shells this year,” and “I’m 
buying 3 miles of barbed wire this 
year.” Charles F. Berg Company | 
used a reverse process of white on| 
black, picturing a charming but 
puzzled child asking, “What about 


Robert Smith, Lipman, Wolfe & Co.;| 


pany; and E. Looker, of Rosenblatts. | == 
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WAR PRODUCTION BOARD 


Pe ee te te le 


Get the iron out of your 


JUNK needed for War 


SCRAP (MOM AND STEEL 


HOW ADVERTISING IS TACKLING WAR SALVAGE PROBLEMS 


ee 


* 


ught OF Mien it toa charity. If in dowbt call 


your Lee 


! Seloage Committee 


ty comrene rae WAR PRODUCTION BOARD sss ice See, So 


anal 


Junk from 


Farms 


On March 23, when the payroll|MY future? I want to be free.” 
savings campaign was started, only| Powers Furniture Company asked, 


“How much is YOUR freedom 
BIG NEWS! 


\ and its place in the War 


worth?” and pictured two suppli- 
cating arms in chains. 


JUNK MAKES FIGHTING WEAPONS | 


wood PRODUCTS aietnniniann 
a) member Cy | Mies, Hammer Named Agency 
> e 
{i in the Field INVESTIGATE United Vacuum Cleaner Company, . : - Ps. RA 


Cleveland, has appointed Hammer 
Advertising Agency, Hartford, 
Conn., to direct advertising. 


LET ThE Seve 
AIR YOUR LINE! 


i Whatever your product or service may be, 
we'll gladly prove this fact: that you can 
sell more at less cost by using the “Twins” 
to cover the rich, populous Texas Gulf 
Coast. 


Houston’s KXYZ . . . and KRIS of Corpus 
Christi — the super-elling “Twins” — 


Wood Produc AY 


431 S. Dearborn St., Chicago, Ill, 


Back of the barn, in the tool 
shed, out in the orchard and 
down in the gully is @ lot of 
Junk which is doing no good 
whereit a, bul which is needed 
atonce to help smash the Japs 


/ “lige 
ey % JUNK NEEDED F 


Scrap tron and § 
5 


OR war 
tee! 


SS Let's blast Japan —and Germany — and Italy — with the chain 
hghtrung of destruction that can be built from the scrap in 
our cellars, attics and gereges. on our farms and in our places 
of business 

Scrap iron and steel, other metals, rubber and waste 
meterials lt will all be used to make tanks, ships, planes 
and the fighting weapons our boys must have It ws needed 
stone 

Sell it to o Junk dealer—give it to « charity of collection 
agency —take it yourself to the nearest collection pont —or 
coneult the Local Salvage Commmuttee — If you bve on « farm. 
and have found no means of disposing of your Junk. get in 
touch with the County War Board or your farm implement 
dealer 


7 


Threw YOUR scrap inte the fight! 
The message approved by (omervation Drvmson 
WAR PRODUCTION BOARD 


ee terme pent te by the Ame ttre bat age ements 


ned Cooperate 
in this and get your neighbors to 
mtinuing need for Cooperate 


large quentines of ecrep rubber Also Throw YOUR serap inte the fight! 


PE EDED OFLY 1 CERT AIM AREAS eee pepe ont oe ome 
OF emma ed be wy 


OT REEDED whe me) Rane bate game 


Local Salvage Committee Phone: (Exchange 0000) 


These four advertisements are typical of the $1,500,000 “junk” salvage campaign which will be launched 
Monday, July 20, with “An Emergency Statement to the People of the United States” by Donald Nelson, 
chairman of the War Production Board. Developed by the Advertising Council, placed by McCann- 
Erickson, financed by the iron and steel industry, but signed by the “American Industries Salvage 
Committee” in the hope that other groups will contribute, the 90-day campaign is designed to edu 
cate the public on what to save, how to save it, and where to take it. These advertisements will ap 
pear during the second and third months of the campaign in (left to right) 1,791 daily 
newspapers, six general magazines, 44 farm papers, 9,280 weeklies. Similar copy will appear in 61 
blanket Texas’ two great metropolitan cen- business papers, while 213 radio stations will carry transcribed spot announcements, including Bing 


ters situated in areas nature geared to war Crosby's rendition of “Junk Will Win the War.” 
production. Here you'll find no plant con- med 


versions, no lay-offs . . . because oil, cotton, ‘Home Volunteer’ 


chemicals, live stock, farm produce and 
Gulf Coast siemens armaments are Aid f Utiliti graphed display, equipped, of course, | cidental acknowledgments, alt! yugh 
} 1 or 11111eS with “home volunteer consultants” | the “defense manual” devotes a con- 


in greater demand than ever before. recruited from the utility's home| siderable amount of attention 


Designed by Servel \service staff. Newspaper advertise- | taking care of “your gas refrigera- 


Evansville, Ind.. July 16. — With|™ents, radio scripts, and bill stuf- tor” and to “storing foods in you! 


| pany’s office, by means of an ordi- erence to Servel appears in them 
‘nary desk and a three-color litho-|except for copyright lines and in- 


Now, why don’t you learn all about the 
special combination rates and the unique 


Represented direct sales te the blic cut off,|fers, as well as enrollment and | gas refrigerator.” 
tonatte —_ sales public cut off, om. = S J, 
gy — merchandising extras offered by the and faced with the problem of keep-|™embership cards and identifying, — 
“Twins”? A brief note from you will turn ing its dealers—primarily gas utili- buttons, are all supplied to coop-| , 
© the trick, | ties—sold on its products and serv-|€rating gas companies by Servel. VME" 


ice, as well as of helping dealers to 
|keep their customers sold on them, 
Servel, Inc., has developed an un-| ‘To complete the process the util-| 
usual “home volunteer” program | ity gives members one or both of 
which is proving of real cia to| two books: “The Home Volunteer’s 
consumers and dealers alike. _|Defense Manual” and the “Home 

The “home volunteer” program is| Volunteer Nutrition Guide and Meal 
a completely integrated program to| planner,” and then keeps in periodic 
be developed by local gas utilities|touch with them through mailings 
| which ties in closely with the work} of a semi-monthly nutrition news 
of the Office of Defense Health and|jetter prepared by J. Ernestine 
Welfare Services on nutrition, and) Becker of Johns Hopkins Univers- 
with the Office of Price Administra- | jty. The program is arranged with 
tion on consumer problems. As pre-| sufficient flexibility so that the util- 


Two Books Available 


CORPUS CHRISTI — NBC RED, BLUE, MUTUAL AND 
“ LONE STAR CHAIN o 


tele 


sented to gas companies by Servel, 
the plan consists of seven simple 
steps, all carefully implemented 
with the necessary printed and dis- 
play material, 

The first step is the establishment 
of a “Home Volunteer Consumers’ 
| Information Center” in the gas com- 


ity’s own nutritional or home serv- 
ice information may be used in place 
of that supplied by Servel. All of 
this material is sold to gas companies 


'at a nominal cost. 


Material in the booklets has been 
reviewed by the appropriate gov- 
ernment agencies, and no direct ref- 
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media consult the 
MARKET DATA BOOK: 


Advertising Distributors of America 
Afro-American Newspapers 
Amsterdam Star-News 

Atlanta Journal 


| For reference data on these 
| 


Big 4 Advertising Carriers 
Blum's Advertising Agency 
Boston Post 

Buffalo Evening News 


James T. Cassidy, Inc. 
Chicago Defender 
Chicago Herald-American 
Chicago Tribune 

Cincinnati Post 

Columbus Evening Dispatch 


Dayton Journal-Herald 

Des Moines Register and Tribune 
Detroit News 

John Donnelly & Sons 


Fact Finders Associates 

Fawcett Publications 

Fedder Advertising Distributors 
Fort Worth Star-Telegram 


Home Owners’ Catalogs 
Hospital Management 
Houston Chronicle 


Kansas City Call 

Kansas Farmer 

KDYL, Salt Lake City, Utah 
KFYO, Lubbock, Texas 
KGNC, Amarillo, Texas 
KIRO, Seattle, Washington 
KMA, Shenandoah, lowa 
KOMA, Oklahoma City, Okla. 
KRGV, Weslaco, Texas 

KSD, St. Louis, Mo. 

KSL, Salt Lake City, Utab 
KSTP, St. Paul-Minneapolis, Minn. 
KTSA, San Antonio, Texas 
KTUL, Tulsa, Okla. 


Don Lee Network 
Louisville Defender 


Media Records 

Michigan Advertising Distributing Co. 
Milwaukee Transportation Advertising 
Minneapolis Star Journal and Tribune 
Missouri Ruralist 

Moline Dispatch 

Molton Distributing Co. 

Murray and Malone Co. 


Nashville Tennessean and Banner 
Nassau Daily Review Star 
National Broadcasting Co. 
National Transitads 

New Haven Register 

Norfolk Journal & Guide 


Peoria Journal-Transcript 
Philadelphia Tribune 

Pittsburgh Courier 

Pittsburgh Sun-Telegraph 
Popular Mechanics 

Portland Journal, Portland, Ore. 


Here’s What 
Holland Furnace 
Company 

Thinks About 


The Market Data Book! 


If you were operating 500 direct factory branches, as 
Holland Furnace Company does, you would appreciate 
more than ordinarily the value of the Market Data 
Book in analyzing their sales potentials, determining 
advertising allocations and directing their activities as 
a scientific marketing operation. 


Consequently it is easy to un- 
derstand the enthusiasm with 
which H. H. Boersma, advertising 
manager of Holland Furnace Com- 
pany, expresses himself regarding 
the many uses for which the Mar- 
ket Data Book is employed in this 
great organization, whose name is 
almost a synonym for warm-air 
heating. It has won a success in 
this field seldom rivaled in the 
history of equipment advertising. 


“We find your publication ex- 
tremely useful in our advertising 
and sales work,” says Mr. Boersma, 
“and have frequent occasion to re- 
fer to it for much desired informa- 
tion on markets in various locali- 
ties from coast to coast. 


“We operate approximately 500 
direct factory branches.” he con- 


it their primary reference in studying markets and 
media. On file in the offices of the leading national 
advertisers and their agencies, this standard reference 
volume is in daily use, enabling advertising and mar- 
keting executives to study sales and merchandising pro- 
grams with a definite knowledge of their objectives. 


The Market Data Book is the 
only reference book for advertisers 
which carries complete informa- 
tion on all recognized measuring- 
sticks of consumer buying power, 
broken down by counties, cities, 
states, regions- and the nation. 
Official and authentic data com- 
prise the contents of the book, so 
that any marketing executive mak- 
ing use of it is assured of their 
accuracy as a basis for laying out 
his program. 


Here’s another important fea- 
ture which makes this book, rated 
as “standard equipment” by na- 
tional advertisers and their agen- 
cies, so useful: Media representa- 
tion consists not of “ads”, but of 
factual reference data, giving the 


‘nel tinues, “and find your book ver user an opportunity to study avail- 
bene Publicity Distributing Co. 8 : y able advertising coverage of the 
aleen valuable in preparing complete : : ; 
C ; Rock Island Argus data on the market area to be markets which are described in 
“aed 8 Bees ; H. H. BOERS! the accompanying text. 
Uvage St. Louis Globe-Democrat served by additional branch dis- RSMA panying 
- « San Antonio Express and Evening News tribution whenever contemplating establishing new Copy filed by media in the Market Data Book is based 
ll ap Scripps-Howard Newspapers direct branch outlets for sales and service of our on specifications set up by advertisers and agency 
daily This Week product.” executives, who told us exactly what they want to know 
in 61 Topeka Daily Capital Like many other manufacturers whose production — ed mate ~—e i. Se 
Bing ee ie has been affected by war restrictions, Holland Furnace like ia information filet he the ! cn et “wa rine rv _ 
Triple A Advertising Carriers Company is likewise using the Market Data Book as a ake current a my pre —— _— o—o 8 r va 
—_— means of guiding changes in distribution made _neces- mation on circulation, market coverage, editorial an 
_ Ueber and Sons Advertising Agency sary by reduced output merchandising services, advertising results stories, com- 
oa “ United Advertising Corp. pa - ; parative costs and other data the busy executive wants 
thougt WAVE. Louisville. K The Market Data Book, Mr. Boersma explains, “is to have when he is fitting advertising media to a definite 
ae WBEN' Baffle, of equally valuable during a period of emergency when all market program. 
ion tt WCOP Boston Mass. industry is faced with conversion to war work, neces- 
rigeré- WFBL, Syracuse, N. Y. sitating curtailment of operations in connection with The Market Data Book is a proven time-saver for the 
n ¥e8 es wee ." sales and service for civilian supply. Based on the data national advertiser and his agency—combining in one 
WHAM Re iaiien N.Y contained in your publication, one is in far better posi- standard reference work all the information which 
— WHBE Meliae-Reck island, Ill tion to determine what markets or branch outlets can 


WHP, Harrisburg, Pa. 
WIBW, Topeka, Kansas 
WKNE, Keene, N. H. 
WLAW, Lawrence, Mass. 
WMC, Memphis, Tenn. 
WNBC, Hartford, Conn. 
WORL, Boston, Mass. 
WPEN, Philadelphia, Pa. 
WPTF, Raleigh, N. C. 
WSYR, Syracuse, N. Y. 
WTAG, Worcester, Mass. 
WTRY, Troy, N. Y. 


Look it up in the 
Market Data Book! 


be merged with other nearby principal city operations 
as an emergency set-up for the duration of the war.” 

The Holland Furnace Company uses the Market 
Data Book for its own special purposes, but its experi- 
ence in general parallels that of thousands of other 
manufacturers and advertising agencies who have made 


THE MARKET 


otherwise could be obtained only by referring to a 
dozen or more sources. Make sure that all those who 
have to study markets and media in your organization 
are thoroughly familiar with the tremendous time-sav- 
ing value of the Market Data Book. It’s standard equip- 
ment in the busy office which has to work with facts 
and figures. 


DATA BOooK 


Published by Advertising Publications, Inc., publishers of Advertising Age and Industrial Marketing. 


CHICAGO 
100 E. Ohio St. 


NEW YORK 
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LOS ANGELES 
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SAN FRANCISCO 
Simpson-Reilly, Ltd. 
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Survey Shows War 
Workers’ Furniture 
Tastes Unchanged 


Lumber Companies Use 
Newspaper Space to 
Maintain Their Sales 


San Francisco, July 15. — The| 
Western war worker buys his fur- 
niture along conventional lines and | 
can not be considered part of a 
separate “market,” according to a| 
survey conducted under the direc- | 
tion of Sally Kimball, director of 
publicity for the Western Merchan- 
dise Mart. 

The survey notes in connection 
with the reputed “separate market” 
that the war worker “is not a new 
type of consumer in any sense of 
the word. The only new and differ- 
ent thing about this market is that 
it has been centralized in specific 
areas at a specific time.” In the 
majority, Miss Kimball found, these 
workers “don’t want anything un- 
usually new or different.” 

Like the survey prepared by 
Henri, Hurst & McDonald for the 
National Association of Furniture 
Manufacturers and_ reported in 
ADVERTISING AGE May 18, this study 
of West Coast war workers shows a 
preference for commercial modern- 
type furniture. The furniture in the 
homes, the study says, “was almost 
all heavy, overscaled commercial 
modern, upholstered in plushy cov- 
erings with a preference shown for 
deep blues and reds.” As in the 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


{were similar enough without fur- 


| studies 


| sleeping 
ithe heavy construction and bulk of 


Henri, Hurst survey, scaled-down | 
furniture met only a lukewarm re- | 
sponse. The workers vetoed “‘assem- 
bly line” furniture, claiming that 
the houses and projects provided 


ther decreasing individuality. 

Like Sofa-Beds 
similarity between the 
is increased by the figures| 
regarding rent expenditure and 
income. Western workers paid be- 


The 


tween $25 and $35 for their homes, 
|'and their incomes averaged between 


$36 and $40 per week. Expenditure 
for new furnishings averaged $500. 
One item not covered in the Henri, 


Hurst study was the preference of | 


the Western workers for sofa-beds. 
The workers insisted that a sofa- 
bed is essential in order to work out 
accommodations, despite 


the majority of the pieces. 


USES CREDIT COPY 

Kansas City, Mo., July 14.—Ad- 
verse newspaper publicity has given 
consumers a distorted notion of the 
wartime laws governing building, 
L. O. Watson, manager of the King 
Lumber & Supply Company, told 
ADVERTISING AGE this week. De- 
spite the common impression that 
all building has stopped, the law 
actually restricts city sales to $500 
or less and farm sales to $1,000. 
These curbs, Mr. Watson = said, 
“have served to open a huge re- 
modeling and repairing market of 
consumers who can’t build but need 
to improve their dwellings.” 

His company has combatted this 
impression with large-size news- 
paper 
availability and frequently special 
specific items, he said. He asserted 
that the important selling and ad- 
vertising themes today are availa- 
bility of materials and credit terms. 

Lower Brackets Active 

Much the same opinion was given 
by W. S. Harriman, owner of sev- 
eral Missouri Valley building sup- 
ply companies, who said that the 


440 8. Dearborn St. Wabash 8655 


lower income brackets had become 


1940 Census - 203,101 


Chamber of Commerce 
f May 1942 - est. 310,000 


— June 1942 Registrar of 
. Voter's estimated 
nearly 350,000 


BUY 


data 


| Circulation is keeping pace! 


SANE 


1940 “CENSUS SUIT” 
OVER 50% TOO SMALL 


JIEGO’S 


San Diego on todays 


facts! Get latest market 


from our National 


Representatives - otherwise 
you will grossly misjudge the 
San Diego of TODAY! © 


SAN DIEGO UNION 


REPRESENTED’ NATIONALLY 


sy WEST-HOLLIDAY CO., Inc. 


New York © Chicago © Cleveland « Denver @ Seattle « Portland « San Francisco « Los Angeles 


Commercial Display Commercial Display 
Including Poultry and Display Including Poultry and Lyisp! 
Livestock Advertising Livestock Advertis 
P 1942-— 1941 1942 1941 —1942——, -——1941—. 1942 1 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines I 
Monthlies *Oregon Grange Bulle- 
tAmerican Poultry tin Rie ne ‘ . 13.4 14,574 14.9 15,694 14,574 4 
Journal : . a A .. |'Pennsylvania Farme 13.1 10,031 16.6 2,733 8,618 ‘ 
*Better Fruit 6.5 2.769 6.9 2.916 2 769 2.916 | Utah Farmer ‘ re 9,629 10.3 7,758 8,642 66 
Breeder's Gazette A E “ Western Farm Life 19.4 15,185 24 18,995 7.433 ) 
California Citrograph 12.4 8.362 14.1 9,447 8,362 9.447 —_- ————- ———- 
c apper’s Farmer 16.2. 11,009 17.0 11,56 10,894 11,530 Total Group . ..179.5 145,349 197.0 160,417 128,35 
*Carolina Co-Operator 3.9 1,624 6.3 2,632 1,624 2,63 Bi- Weeklies—June 
Country Gentleman 2.6 22.197 31.7 21,577 21,969 21.462 | ‘American Agriculturist 18.1 13,138 15.7 11,434 11,852 74 
* Electricity on The /1Arizona Farmer. . 18.5 13,967 21.9 16,575 13,967 1 47 
Farm 4.8 1,714 8.8 3,141 1,714 .141 | California Cultivator... 16.7 12,655 20.8 15,693 12,517 15 414 
Farm and Ri inch p 12.5 9.446 12.2 4189 1036 8.372 | '!Dakota Farmer 13.2 10,200 16.9 13,011 9,962 1 14 
I arm Journal & F arm- '\Farmer, The 
er's Wife 17 7.491 21 41 308 9.033 General Edition . 12.9 10,080 14.9 11,657 9,518 Py 
*Florida Growers Mag 4.5 050 3. § 2,35 050 35 Local Edition 15.2 11,895 18.8 14,759 11,263 
*Hoosier Farmer, The. 10.6 4,792 7.0 3,150 4,792 3,150 | 'Idano Farmer sas x 11,981 14.9 11,267 11,953 
*Idaho Granger 6.4 6.890 5.964 6,428 5.964 |'Nebraska Farme 14.4 10,504 16.7 12,150 9,739 
*Kentucky Farmers’ *Aver. Four E ditions 18.5 11,311 17.2 12,519 10,386 
Home Journal , na “tcae “thane iNew E nels and Home- 
*Michigan Farm News 1.0 2,075 1.3 2,737 2,075 2.737 stead er 9,806 12.3 8,595 8,37 9 
*National Livestock 1Oregon Farmer .. 15.6 11,792 14.6 11,052 11,764 9 
Producer 3.8 2.732 4.1 2,951 2.732 2,951 | 'Pacific Rural Press 
tNation’s Agriculture . seen Northern Edition. 2 16,829 30 3,198 16,495 
*New Jersey Farm & Southern Edition 6 16,348 24.3 18,336 15,832 1 9 
Garden ; 12.4 5,567 13.8 6.198 4,542 2 ‘Both Editions 19.1 14,41 22.3 16,842 14,081 1 4 
*Ohio Farm Bureau | !Prairie Farmer 
News ‘ ' ALS 972 7.0 3.164 3.972 3.164 | Ill & Ind. Editions. 10.8 891 611.8 8,600 7.471 
I, FU ee iRural New Yorker 0.1 7.880 10.7 8,398 5,396 8 
Progressive Farmer 'Wallaces’ Farmer 2.1 9.478 16.7 13,098 8,680 
Carolina-Va, Edition 18.6 13,556 11.2 8,183 13,356 8,093 | |\Washington Farmer 16.1 12,158 15.0 11,336 12,130 
Georgia-Ala. Edition. 17.6 12,799 11.1 8,109 12,655 8,033 | 'Wisconsin Agricultur- 
Ky.-Tenn Edition 17.1 12,419 106.8 7,866 12 7,850 | BE TAs ote te ae 8.8 6,912 9.3 7,303 6,735 
Miss.-La.-Ark. Edit'n 17.1 12,437 11.3 8,221 12 8,191 — —— -— —- —- 
Texas Edition 18.5 13,496 12.5 9,110 13 8,963 Total Group . 256.3 193,514 286.0 216,462 183,649 2 9 
‘In all 5 Editions... 16.3 11,829 9.7 7,026 11, 7,010 Weeklies—June 
tAverage 5 Editions. 17.8 12,941 11.4 8,298 12, 26 | °Capper’s Weekly Fa 4.2 9,364 3.1 6,934 6,488 
Southern Agriculturist 9.4 6,604 6.3 4,387 , "Ww soingten Grange 
Southern Planter 7.9 5,532 8.0 5,608 5. 968 | News 3 13.8 15,862 16.6 17,374 15,86 i 
Successful Farming . 25.8 11,589 17.5 7,887 ; 3 | *Weekly "Kansas City 
a . — Star: 
Total Group ........2 85.9 182,122 249.2 155,508 178,429 152.748 Missouri Edition 4.5 11,139 3.8 9.244 404 
Mont hlies—June } - --- 
American Fruit Grower 18.3% > 10,750 8.356 10.750 Total Group .. 22.6 36,365 22.9 33,552 9,754 
Arkansas Farmer 1.8 3,63 3.7 2,765 1,620 2.765 Dailies—June 
'Farmer-Stockman os 7.395 13.6 10,270 7,107 10. 190 | *Chicago Daily Drovers 
Wyoming Stockman Journal ins . 14.7 31,247 16.3 32,664 22,888 2 48 
Farmer sees 3.8 3.443 4.2 733 3,247 3.537 | *Kansas City Daily 
— 7 -_— - — Drovers Telegram... 14.9 31,707 15.6 33,285 24,294 ; 48 
Total Group . . 86.7 22.828 45.4 27,518 22,330 27.242 |*Omaha Daily Journal 
Semi-Monthlies—June Stockman Kone 14.0 29.775 17.6 37,337 21,872 
*California Grange *St. Louis Daily Live 
News iw 13.7 14,917 18.9 20,468 14,917 20.468 Stock Reporter ..... 11.3 24,036 11.6 24,626 18,540 2 $8 
*Dairyman’s League — —---—— — - i 
ews 7.0 5,066 6.7 4,880 4,832 4.744 Total Group ........ 54.9 116.765 60.0 127,912 87,594 11 4 
Hoard’s Dairyman 19.0 13,806 19.7 14,305 12,072 12,855 — 
Indiana Farmer's G vide’ 8.9 6,947 7.9 6,182 6,163 5.790 tCombined with August 
‘Kansas Farmer . 10.3 7.845 13.8 10,491 7,099 10,197 +Figures not included in total 
Michigan Farmer 14.8 11,376 16.1 12,329 10,171 10,629 *Figures furnished by publisher. 
Missouri Farmer 5.7 4,430 6.1 4,759 4,430 4.691 ITwo issues both vVears. 
‘Missouri Ruralist 10.2 7,713 13.4 10,175 7.004 9,440 2Two issues 1942; four issues 1%41 
Montana Farmer 15.9 11,999 15.4 11,649 11,271 11,187 | 8Four issues both years. 
‘ohio Farmer. 15.4 11,831 13.0 9,999 11,129 9,534 | 4One issue 1941, 2 issues 1942 
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active, and that—where other credit | | right to order the discontinuance of | 
channels had been closed to them—j|any advertising matter or material | 
customers had sought finance com-| displayed, exhibited or used under 
pany loans to purchase materials | the provisions of the regulation sec- 
for low-cost dwellings. ‘“Advertis-|tion relating to newspapers, cata- 
ing to them to be productive must | logs, or magazines. 
make known the fact that they can Other Proposals 

ay ans 4 : , 
they can’ secure all the materials| Th€ Proposal continues: | 

. ‘ “Such advertising shall not dis- 


needed to complete their job,” he|_,, ' , . ‘i 
said. He reported that classified play or set forth in the copy a rep 


and display advertising had brought 
him good results. 

The companies recalled that) 
when federal limitations were an- 
nounced, many of their customers 
did one of two things; either they 


scene or of a woman or child, or 
of Santa Claus, or any religious or 
semi-religious figure, character or 
symbol, or of any church, religion, 
school, college or university, or of 
rushed in to make panic purchases, | wre. ammiete ma no a 4 yd 
or they sadly resigned themesives | Arecpant egret wee: fen = — 
to wait out the war, and stayed | \o..- ages eng mirrageies  irgeet 
Sofee — bone ano adver- | encourage excessive use of beer, 
soma cases, served te rectify the |e, meveeee, Wine Or splctions 
; : ’ liquor; nor shall the same bear or 
situation. contain the indorsement of any 
person not connected with the 
| manufacture or sale of the products 
so advertised.” 


Rigid Advertising 
Rules for Liquor 
Proposed in Ohio 


Father’s Day Council to 
Spend $50,000 in 1943 


resentation or picture of a family) 


Columbus, O., July 15.—A new 
threat to alcoholic beverage adver- 
tising in Ohio appeared to be gain- 
ing serious proportions today as the 
Ohio State Board of Liquor Con- 
trol initiated a public hearing on 


Because of the marked success 
of Father’s Day Council’s campaign 
for 1942 Father’s Day, the national 
council has appropriated $50,000 for 
the 1943 National Father’s Day 
fund. The sum is to be raised by 


- ; subscriptions from manufacturers 
proposed regulations which would | and retailers. An effort will be 
invest drastic censorship of all li-|made, beginning shortly after 


quor advertising in the board. The|Labor Day, to increase the number 
hearing, originally scheduled for lof subscribers from 450 to 4,000. 
Aug. 1, was moved up to today on| Newly elected officers of the 
only five days’ notice, thus upset- | council are John Wyckoff Mettler, 
ting many of the industry’s plans | Interwoven Stocking Company, 
to present a complete case against chairman; A. ©. Buckingham, 
; = vee 8Be"*\ Cluett, Peabody & Co., president; 
the proposed regulations. Alvin Austin, executive director: 
Highlights of the proposed regu-|I. Immerman, Associated Men's 
lation include: Wear Retailers of New York, secre- 
No sign, illustration or advertising| tary; and Wm. D. McNeil, treasurer. 
shall be illuminated within or with- 
out the premises of a permit holder, 
advertising beer or liquor, when 
sale of such a product is prohibited 
by law, such as on Sundays or elec- 
tion days. 
Location of state liquor stores or 


Cigar Institute Creates 


New Retail Division 

Cigar Institute of America, New 
York, has created a new retail di- 
vision designed to further its efforts 


; a it hold -elli |to increase cigar consumption. Re- 
names of permit holders selling tail tobacco dealers will be enrolled 


particular brands could not be/in the newly formed division and 
advertised in connection with cer- asked to sign “pledges of coopera- 
tain brands. tion,” promising to keep their stock 
Liquor, wine or “high power” 
beer could be advertised by radio | attractively. 
only during the hours when they; A new window display, now in 
are on sale at retail. i preparation for fall release, will be 
Any mention of palatability, qual- distributed to those retailers who 
ity or price, or any particular have signed the pledge to cooperate. | 
advantage that might be gained by 
drinking the advertising product, 
would be prohibited. 
All advertising copy, except that 
for newspapers, catalogs or maga- 
zines would have to be submitted to 
the liquor department for approval. 


orwin Quits Blue 

Emil Corwin has left the public- 
jity department of the Blue 
nator of radio for the Department 
of Agriculture, Washington, D. C. 
Bert Schwartz has left WOR to 


The department would reserve the succeed Mr. Corwin at the Blue. 


July Farm Papers 
Up 17 Per Cent 
Over Last Year 


of farm papers showed a rousing 
gain of 17.1 per cent as compared 
with July a year ago, according to 
an ADVERTISING AGE 
based 
Bureau reports. 
totaled 182,122 lines, against 155,508 
for July, 1941. 


of last year, 
of 8.4 per cent over the 33,552 lines 
reported for June, 1941. 


the tabulation showed a loss of 17 
per cent as compared with the same 
month a year ago. 
noted for 
June, down 9.4 per cent from last 
year; 
cent; and dailies, down 8.7 per cent. 


Grimes Succeeds Whitney 


Whitney as 
Tulsa, Okla. 


New York, July 15.—July issues 


compilation 
Information 
Volume this year 


on Publishers’ 


June weeklies also moved ahead 
with 36,365 lines, a gain 


The June monthlies covered in 


Losses were also 
the semi-monthlies in 


bi-weeklies, down 10.6 per 


Harold Grimes has succeeded Jack 
manager of KOME, 


in good condition and to display it| 


Net- | 
work, New York, to become coordi- | 


travelers who k 
their hotels prefer 
_ Bismarck in Chicago. 
_ That's why 67% of © 
guests have stopped \ 


us for many years... 


Bp erica 


SMA 


HOTEL 


' 
RBA 
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Advertising in the Test Stage San Jose, and KIRO, Seattle. Bexel | Mrs. McKay Heads ‘Sun’ New Monthly, ‘Skyways,’ 


tablets have been on the market for 


7~_—_—OoO_— 


Test New Vitamin 
Product, Bepep, 
| in Pittsburgh 


Pittsburgh, July 16.—The Bepep| 


Sale. Corporation, recently organ- 
ied in Pittsburgh to distribute 
Bepep, a newly developed vitamin 
product, is using western Pennsyl- 
yani. as its first test market. 

In tial advertising and promo- 
) tionc| efforts include heavy news- 
: paper space in the three Pittsburgh 
; dailies and spot radio announce- 
4 ments over KDKA, featuring Ford 
Bond, nationally known radio an- 
nouncer. The first large newspaper 
ad appeared in the Pittsburgh Press 
July 10 and will be followed up in 
29 the near future with similar ads in 
the Sun-Telegraph and Post-Ga- 
zetti Expansion of the campaign 
now is contemplated to include 
newspapers in other communities 
through western Pennsylvania and 
additional Pittsburgh radio sta- 
tions. 
18 Bepep sells at a standard price 
of $1.59 for a bottle of 100. The 
product, a Vitamin B complex item, 
is being distributed principally 
through food stores, although drug- 
stores are also used. Dealers are 
supplied attractive point-of-pur- 
chase displays and counter racks 
which contain booklets explaining 
Bepep. 

Following initial testing efforts in 
western Pennsylvania and_ other 
selected territories, the company 
eventually plans to market the 
product nationally. Wiltman and 
Pratt, Pittsburgh, is the advertising 
agency in charge. 


rr 


sues : 
ising 
vt New Cigaret 


ation 


“" | Size for Rameses 
‘so | Tested in Philly 


Philadelphia, July 16.—Stephano 


head | Brothers has launched a merchan- 
gain ™ dising test in the Philadelphia area 
lines for a new size and packaging of 
st Rameses cigarets. Known as Ra- 


— meses Aristocrats, the new size is 
of 17 : : : : : 
longer than conventional cigarets 


ooo but not quite as long as the cur- 
3 in rently popular king size. 

) last Aristocrats are being packed in a 
/ per “cup” style paper container, replac- 
cent. ing the cardboard box regularly 


used for Rameses. The experiment 

is being handled by Aitkin-Kynett 
ney Company, Stephano’s agency. No 
| Jack consumer advertising has been 
OME, scheduled thus far. 


Absorbine, Jr. to 
Maintain 194] 
Spending Pace 


Springfield, Mass., July 15.—W. F. 
Young, Inc., inaugurated its annual 
hot weather campaign for Absorb- 
ine, Jr., this week with indications 
that last year’s budget of approxi- 
mately $300,000 would be main- 
ained. First color insertions ap- 
peared in The American Weekly, 
New York Sunday News coloroto 
section and This Week Magazine, 
% a twice-monthly schedule that 
Will extend through July and 
August. 

The new copy continued to stress 
the effectiveness of Absorbine, Jr., 
M combatting athlete’s foot but 
added a timely angle by emphasiz- 
Ing that “wartime walking speeds 
attack of athlete’s foot.”” As was 
Me case last year, an extensive list 
& weekly and national magazines 
Salso scheduled. J. Walter Thomp- 
on Company, New York, is the 


come - Mrs. W. R. McKay, widow of| ; 
some months but up to the present m 3. Gretale. founder of the Veu- To Bow in October 


have “-eceive »xtensive . - —_— —_— . ; . P — 
Ne Vita in Pill : ive eas pel y 9 promo couver Sun, has become president First issue of Skyways, a new 
W m ion. J. D. Tarcher & Co. is the) and publisher of the newspaper, monthly devoted to military, com- 


To Get Pacific agency. Donald Cromie, managing editor, mercial and civilian aviation, will 


: “2. will be general manager, and George make its appearance Oct. 5, dated 
e t R di T t WIRE, WAOV Name (A. Cran, business manager. P. J.. November. Fred J. Henry, pub- 
oas aqaio ies Pearson Representative | Salter, former president and general |isher, said the initial guarantee will 


New York, July 15.—First adver-| Radio Stations WIRE. Indian- manager, has resigned, and Robert be 75,000 copies. The magazine will 


«os : : . E. Cromie has retired as vice-presi- | have Be, pre : calli 
tising for Bexel vitamin tablets was | apolis, and WAOV, Vincennes, Ind.,| gent . s retired as vice-presi- have newsstand distribution, selling 


launched by McKesson & Robbins which are associated under the 4 ba a po eye el ed - 
this week when sponsorship of|same ownership, have named John| yz; ockefeller Plaza, New York. 

\“Dick Joy and the News,” aired E. Pearson Company, New York and Lipscomb to McKesson Douglas B. McIntosh, for the past 
over five CBS Pacific Network) Chicago, as their representative in| Charles T. Lipscomb, Jr., special three and a half years advertising 
stations. was shifted from Calox to the national field. representative of the Coca-Cola Manager of Popular Photography, 
I the vitamin product ‘ In addition to these stations, the|Company in Atlanta, Ga., has re- | and Eastern manager for Ziff-Davis 


on nag a — Pearson list now includes KWTO-|signed to become _a_ vice-president Publishing Company, has resigned 
| fhe newscast has been heard KGBX, Springfield, Mo.; WJJD,!of McKesson & Robbins, Inc., in, to become general manager of Sky- 
since March 2 for Calox over Sta-| Chicago; KSAL, Salina, Kan.: charge of the industrial chemical|ways. Mr. McIntosh was formerly 
tions KARM, Fresno; KOIN, Port-| KGGF, Coffeyville, Kan.: KDTH, division. His headquarters will be| with Popular Science and Reinhold 
land; KROY, Sacramento; KQW,) Dubuque, Ia.; and WEW, St. Louis.|in New York. Publishing Company. 


TRADE MARK WEEK 


September 5 to 12 


™ 


a 


“BOOT and SHOE RECORDER 


TRADE MARKS 
MUST LIVE | 


MAKE YOUR TRADE MARK 
PLAY ITS PART IN THIS GREAT PROMOTION 


= August 15th, Boot and Shoe Recorder launches a 
powerful campaign, with its more than 14,000 subscribers, to 
have YOUR TRADE MARK featured in THEIR windows, and adver- 
tising, during NATIONAL SHOE TRADE MARK WEEK, September 
5-12. The theme of this issue will be ‘‘What The Eye Sees, The Mind 
Remembers”; and, we will tell editorially, in a striking feature 
presentation, the importance of branded lines in the present 
merchandising situation. Recorder readers have a way of respond- 
ing to Recorder sponsored promotions, which assures a successful 
nationwide reception to this claim. 


Here’s YOUR opportunity to feature YOUR TRADE MARK in 
ADVERTISING attractive advertising to them, in this and in subsequent August 
FORMS CLOSE issues of Boot and Shoe Recorder. YOUR TRADE MARKS must live, 
AUGUST 10th so keep THEM before the eyes of the Man At The Point-of-Sale. 


BOOT anvd S H O E 
R E C 0 R D E R 


100 EAST 42nd STREET. Sew F¥OoRen, Bs Fs A Chilton (J) Publication 
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menacing features and fingers of| from target areas. For these pur-| which by an association of ideas with them the manpower 


How Britain Uses 


Government Copy 
fo Help Win War 


(Continued from Page 27) 


their visibility by wearing or carry- 
ing something white which would 
be picked up by the dimmed lamps 
of an oncoming motorist. Judged 
merely by the number of people 
who followed this advice, the cam- 
paign was not very successful, but 
it served its purpose in bringing 
home to the public the special dan- 
gers of the blackout. At any rate, 
by the spring of 1942, by which time 
three campaigns had been run, the 
casualty figures had shown a satis- 
factory drop in comparison to those 
of the early part of the war. 


Another transport problem, in 
which publicity has helped, has 
been to improve the efficiency of 
road and rail freight traffic. The 


|incendiary bombs 


objective has been to reduce stand- 
still time and to improve running | 
time so that the available rolling | 
stock would be used to the best! 
advantage. 

Advertisements appeared in a 
large number of trade papers so as 
to reach the managements of trans- 
port-using firms, and posters were 
displayed on the loading ways of 
factories to explain the need for “A 
Quicker Turnround” to the men 
who actually did the loading and 
unloading. 


Aims at Reducing Waste Time 


The appeal was based on the fact 
that a general 15 per cent cutting 
down of stand-still with a corre- 
sponding increase in running time 
would result in the equivalent of 
100,000 extra road and rail trucks 
becoming available, without involv- 
ing any additional expenditure of 
time, material or manpower. 

The need for stern economy in 
gasoline, rubber, vehicles and man- 
power has meant that retail deliv- 
eries have had to be rationed and 
shopkeepers have been directed 
to put into force various rulings 
involving the pooling of vans and 
‘the restriction of deliveries. These 
administrative measures were ex- 
plained by press advertisements and 
the retailer’s position vis-a-vis his 
customer was eased by a_ poster 
campaign which urged the public to 
“Carry your shopping home.” 


WAR AT HOME 


The words “home front” are not 
only figurative in this war — they 
have a literal significance in a 
country where civilians no less than 
the armed forces are subject to 
enemy attack. The British Ministry 
of Home Security, in its task of 
looking after the people’s physical 
safety, has made full use of pub- 
licity methods. Campaigns have 
been conducted to insure a_ high 
morale among fire watchers, or the 
Fire Guard, as they are now called. 
Part-time duty in this organization 
is compulsory for practically every 
able-bodied person not belonging to 
the forces or to the full-time fire- 
fighting services, so there is no need 
for recruiting except for those 
women who do not come under the 
official orders. 

But, particularly during periods of 
lull, there a need for the Fire 
Guard to maintain good discipline, 
to keep up training and to learn all 
that can be learnt about the busi- 
ness of tackling incendiary bombs 


is 


and putting out fires. Pictorial post- | 
ers, for instance, show how best to} 


extinguish bombs, and a wall news- 
paper called “The Midnight Watch” 
is issued about every six weeks to 
fire posts, giving technical informa- 
tion, reporting organizational devel- 
opments and containing stories of 
individual and group performances 


New Symbol Used 


Last year a new symbol, used 
with the phrases “Britain Shall Not 
Burn” and “Britain’s Fire Guard is 


Britain’s Defence,” made its first 
appearance in the press and on 
thousands of poster sites. This was 
“Fire Bomb Fritz.” It was shown 


as a German bomb, endowed with 


smoke and flame. Everyone who 
has endured a blitz takes bombs 


|seriously and it would have been 


a grave error if the Ministry of 


|Home Security had dealt with the) 
But it was im-| 


subject facetiously. 
portant to show that the menace of 
could be mini- 
mized if tackled courageously and 
promptly, and so “Fire Bomb Fritz” 
was chosen because it not only 
conveyed the idea of danger but 
also reflected that element of con- 
tempt which is generally part of a 
good fire fighter’s mental equip- 
ment. 


Precautionary Copy 


In addition to fire and fire bomb 
publicity, campaigns have also been 
run to instruct the public in other 
precautionary matters, the chief 
being poison gas and air raid shel- 
ters. 

There has also been a consider- 
able amount of advertising in con- 
nection with health and hygiene and 
with the evacuation of children 


poses, press advertising and posters 
have been the principal media of 
advice and instruction. 


MAINTAINING CIVILIAN 
MORALE 


No section of government propa-| 


ganda has so many pitfalls as that 


devoted to morale. It is a truism 
to state that the will to win is 
essential to victory and that a 


sense of urgency is required if the 
full resources of the nation are to 
be used most efficiently. Yet mere 
exhortation, however sincere, lacks 
effectiveness. Noble phrases often 
fail to register and words once 
potent begin after a time to lose 
their impressiveness, sometimes 
becoming objects of ribaldry and 
sources of resentment. 

Morale propaganda, in the form 
of “displayed” printed matter, must 
appeal less to the reasoning facul- 
ties 


feelings of man. Cold type used 
alone almost always’ misses its 
mark; far better to use pictures 


and more to the subconscious | 


stir the emotions of the mass and 
bring about among them the desired | 
frame of mind. 


“All-Type” Posters Fail 


Soon after the outbreak of the 
war a set of three “all-type” post- 
ers was displayed all over the 
country. They were intended to act 
as a clarion call to the nation. They | 
were first rate typographically. | 
They urged the people to be brave, 
cheerful and resolute and to defend 
imperiled freedom with all their 
might. Yet they appear to have 
lacked the quality of sustained} 
stimulus which good posters should 
possess. Those posters which have 
been designed since with a sursum 
corda objective are far more color- 
ful, enlivening and _ encouraging. 
One of the best examples is the 
picture of Dominion and Colonial 
soldiers marching together, which 
first appeared after the fall of 
France, to indicate to the people of 


the British Isles that they were not | 


alone in the fight, that they had 


resources of a great Empire. 
ANTI-GOSSIP 


“Careless talk costs lives” 
been a consistent theme of B 
government publicity since ths 
ginning of the war, and 
every method and treatmen} 
been used to impress upon the 
lic, and particularly on those 
have access to special know! 
the danger of careless talk. T! 


press advertising has been used 


main method has been the u 
posters. The appeals have yr; 
from crude puns such as “Be 
Dad, keep Mum” to the , 
sophisticated drawings of Fou; 
Variety of appeal is necessary 
cause each section of the pub! 
its individual reactions, and 
would find a ready response 
London club might seem irre} 
or just plain silly in a Merse 
dock yard. 

Though this article is prin 
concerned with the official u 
press and poster advertising, it 


alry 


ind 


Under present-day conditions. there’s a tempta- 
tion to curtail advertising 
that the most economical insurance for tomor- 
rows sales is to keep alive the reputation your 
product enjoys today. The best way to do this job 
is ‘on the air.’ Radio has proved itself unequalled 
as a selling medium 


standing as the medium to keep “em remembering. 


Today. when cost plays sueh an important part 
in the selection of an advertising medium. re- 
member that the Blue Network gives vou nation- 


wide coverage of all income classes at the lowest 


a tendeney to forget 


concentrated in 


and it’s even more out- 


cost per family reached offered by any medi: 


(Incidentally. 14 new 


entering the home. And this Blue coverag: 
the important 561 countie 


where 80° of all U. S. retail sales are ma 


“monev market” stati 


have been added to the Blue since January 10! 


Blue Network sponsored shows are backed 


live, enterprising audience-promotion campal: 


new susiaining program policy 
ages the competitive showmanship of leading 


dependent program 


planned by the Blue. Add to this the BI 


which enc 


producers — and you 
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.e inappropriate to mention the | 
nt anti-gossip movie “Next of 


This was originally intended 
10wing to the Army alone, but 


vas realized that it had a wider 


iiness and has now been re- 
i for general showing. Its 
tainment value is none the 


» for the lesson it puts across. 
ct it is one of the most popu- 
f the films now running. 


WHEN PEACE COMES 
cial publicity presents many 
ems for which there are few, 


y, peacetime precedents. There 
ertain fundamental differences 


ween commercial selling and the 


neing of public opinion for 
vaging ends, the chief one 
that whereas the commercial 
tiser is mainly concerned with 


yancing the virtues of products 


services which the public de- 
the official propagandist is 
ally attempting to persuade 


public to do distasteful things, 
‘efrain from spending, to change 


of life, to put up cheerfully 


with the nuisance of blackout and 
rationing, to travel less, to train 
against the contingencies of fire, 
blast and gas. True, at the back of 
it all is the thing which the whole 
nation does desire—victory—but the 
means to that end are often bitter 
medicine. It requires good plan- 


ning, sound judgment, sure knowl-! 


edge and, above all, a sympathetic 
understanding of the ways of life 
and of thought of the average man 


and woman, to get the public to} 


accept willingly the day-to-day 
inconveniences of wartime and 
maintain the spirit to win. 

When the days of reconstruction 
arrive, it is unlikely that the expe- 
rience gained in the past two and 
a half years of war will be wasted. 


Marks 60th Year 


The July 9 issue of Farm Imple- 
ment News, Chicago, marks the 60th 
anniversary of the _ publication, 
which is devoted to the develop- 
ment, merchandising and servicing 
of modern farm equipment. E. J. 
Baker has been publisher and busi- 
ness manager of the paper since it 
was founded in 1882. 


‘Milton to Flarsheim 


Richard Milton, onetime editor 
of Opportunity and Specialty Sales- 


man Magazine, former account 
executive with Campbell - Ewald 
Company and copywriter with 


Ruthrauff & Ryan, has joined Henry 
Flarsheim & Staff, Chicago adver- 
tising agency. 


It becomes increasingly clear that} 


the future peace will 
enlightened, purposeful 
erating community. In forming and 
guiding the public and _ inspiring 
them to achieve a lastingly decent 


require an 


way of life, official propaganda will! 


have a most important function to 
perform. 


and coop-| 


Botterill Appointed 


| Norman Botterill, formerly assist- 


ant manager of Station CKWX, 
| Vancouver, B. C., has been ap- 


|pointed manager of CJOC, Leth- 


bridge. Stuart McKay has been ap- 
pointed production manager of 
CKWX. 


Pace to Teach 
Priorities Course 


Effective July 20, Pace Institute 
of New York will offer a 15-session 
course in priorities to meet the 
business demand for correct inter- 
pretation of governmental priority 
orders. 

The course will include important 
priority orders and regulations, and 
will be taught by a priorities spe- 


cialist. 


WABC Names Sales Head 


Beverly M. Middleten, who has 
been associated with Columbia 
Broadcasting System as account 


and radio sales executive, has been 
named sales manager of WABC, 
CBS affiliate in New York. Arthur 
H. Hayes is station manager. 


Torrington Names Agency 


Sheldon, Morse, Hutchins and 
Easton, New York, has been ap- 
pointed to handle advertising for 


Torrington Mfg. Company, Torring- 
ton, Conn., maker of air impellers 
and special machinery. 
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- other network. Satisfied advertisers, old and new, 


PRIORITIES 


{ 


vhy the Blue reaches more homes per dollar. 


tue this year 


are proving to themselves “it’s easy to do busi- 
ness with the Blue.” Blue Network Company 


A Radio Corporation of America Service. 
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No wonder lo new advertisers have chosen the 


more new accounts than any 


REMEMBERING * 


"“Yeee ‘EM 


P&G Schedules New 
Teel Campaign On 
Abrasive Damage 


(Continued from Page 1) 


before it was regarded as accept- 
able by most of the periodicals. 


Competitive Slant Missing 


The 1942 Teel model uses 
abrasive threat as its keynote, 
much of the competitive 
is now missing. Perhaps in antici- 
pation of renewed criticism, copy 
carries a notation pointing out that 
the facts regarding abrasives “are 


the 
but 
element 


reported by impartial dental au- 
thority not concerned with pro- 
moting—or attacking—any denti- 


frice.”’ 

One layout in the coming cam- 
paign carries this banner headline: 
“Before You Brush Your Teeth 
Again—Read This Report—for the 
| Sake of Beauty and Safety.” 
| The research material referred to 
is treated very briefly under a small 
heading, “Shocking Risks Discov- 
ered and Reported by Dental Sci- 
ence.”” The summary reads: “Re- 
porting on research at a _ leading 
university clinic, a recognized 
dental authority says that of all 
| patients regularly using tooth pastes 
or powders, 58 per cent had actu- 
ally brushed cavities into softer 
parts of teeth exposed by receding 
gums .. . and 8 out of 10 run this 
risk constantly.” 


Glamor Pictures Used 


The 
“scare” 


none of the 
stirred up 
Also absent 
formerly offered 
consumers who feel 
need an_ occasional 
abrasive scouring should use salt 
and soda. The heavy pictorial em- 
|phasis on the dental report, which 
was a mainstay of the 1941 cam- 
paign, has likewise been dropped in 
favor of a glamor picture. Last 
year’s slogan, “New Liquid Denti- 
frice Cleans Teeth Safely,” has been 


copy possesses 
elements that 
such a furore last year. 
is the suggestion 
by Teel that 
‘their teeth 


replaced by “Teel Protects Teeth 
Beautifully.” 
An interesting sidelight on the 


vicissitudes that marked Teel’s ad- 
vertising last year is reflected in the 
Advertising Research Foundation’s 


continuing study of newspaper 
readership. The first Teel copy 
lincluded in the study, in June, 


| 1941, was the most outspoken of all. 
The banner headline attracted 7 per 
icent of men and 7 per cent of 
women readers. A week later, how- 
ever, a Teel headline toned down 
somewhat, received a rating of 15 
per cent men and 16 per cent 
women. While the latter ad of 692 
lines might ordinarily have been 
expected to attract more readers 
than the earlier 450-line insertion, 
simply on the basis of size, the 
weighted index reveals that entirely 
aside from the size factor, the 
toned-down copy received rating 
approximately 50 per cent higher 
|}than the more outspoken ad. 


Blue Announces Changes 
Ray Neihengen, sales traffic man- 
ager for the Blue Network’s Central 
division, has become a salesman on 
the staff of the network’s local and 
spot sales department in Chicago. 
Bob Ewing, local and spot sales, has 
been appointed Central sales traffic 
manager to succeed Mr. Neihengen, 
and Gladys Ferguson, secretary of 
E. K. Hartenbower, Blue salesman, 
has taken over Mr. Ewing’s local 
and spot sales traffic work. 
Joins ‘Welding Ergineer’ 
Clyde B. Clason, formerly man- 
aging editor of Electrical Dealer and 
news editor of Electric Light and 
Power, has joined the staff of 
Welding Engineer, Chicago, as asso- 
ciate editor. 


Gets Games Account 


J.R. Kupsick Advertising Agency, 
New York, has been appointed to 
|direct advertising for E. S. Lowe 
|Company, New York, maker of 


ladult games. 
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Admen in the 
Armed Forces 


John J. Schneider, partner 
Graphic Advertising Art, Cleveland, 
has joined the maritime service of 
the Coast Guard. Mr. Schneider’s 
interest in the company has been 
purchased by his partner, Harold 
W. Anklam. 

Robert Craig, formerly a member 
of the sales department of the Na- 
tional Process Company, New York 
lithographer, has been inducted into 
the Army. Lewis P. Ogle of the 
sales department has been granted 
leave of absence to join the Royal 
Canadian Air Force. 

Richard P. Smith, vice-president 
and promotion manager of W. R. C. 
Smith Publishing Company, At- 
lanta, has been commissioned a first 
lieutenant in the Army quartermas- 
ter corps and assigned to the selec- 
tive service system. Lt. Smith’s 
assignment is to selective service 
headquarters in Washington, D. C. 

John Richardson, advertising 
manager of Crompton & Knowles 
Loom Works, Worcester, Mass., has 
been commissioned a major in the 
Army air forces and ordered to 
report to Jefferson Barracks, Mo. 
Maj. Richardson served overseas in 


| 


| 


World War I as a captain in the 
air corps. 

James McGuire, assistant adver- 
tising manager of the Pacific Rural 
Press, San Francisco, has been com- 


of | missioned a lieutenant, j.g., in the 


Navy. Baird Snodgrass, livestock 
editor of the paper, is now engaged 
in special service with the camou- 
flage section of the Army engineer 
corps. 

William Block, secretary of the | 
Pittsburgh Post-Gazette, has been} 
granted a commission as a second 
lieutenant in the coast artillery anti- 
aircraft and ordered to Camp 
Stewart, Ga. He was previously a| 
private, and served at Fort Hayes, | 
O., and Governor’s Island, N. Y. 

Robert M. Gorlin, art director of | 
William N. Scheer Advertising| 
Agency, Newark, N. J., has joined 
the Army’s armored forces and is} 
stationed at Camp Polk, La. 

William Marshall Shepperd, di- | 
rector of market research for United | 
States Tobacco Company, New 
York, has received a commission 
lieutenant in the Navy. 

Russell L. Dietrich, art director of 
Frederick C. Schnake Advertising 
Agency, Milwaukee, who enlisted in 
the Army air forces seven months 
ago, is now a corporal and editor of 
the camp paper at Brookley Field, 
Mobile, Ala. 


as | 


Two former advertising photog- 
raphers, Charles Hummell, formerly 


| with Wesley Bowman Studios, and | 


Leonard Lee Lester, staff photogra- 
pher with Harper’s Bazaar, are now 
stationed at the Army air forces re- 
placement training center, Jefferson 
Barracks, Mo. 

Bert Goodall, copywriter with Al 
Paul Lefton Company, Philadelphia, 


/ has resigned to enter the Army. 


Robert Warner has resigned as 
copywriter for N. W. Ayer & Son, 
Philadelphia, to accept a commis- 
sion as captain with the Army air 
forces. 

Walter Erickson, formerly pro- 
duction manager of James Lamb 
Agency, Philadelphia, has joined the 
Navy. 

Jane Bennett, copywriter for 
Gray & Rogers, Philadelphia, has 
resigned to enter the WAAC’s officer 
training school in Des Moines, Ia. 

Alice G. Gordon has resigned as 
director of advertising make-up for 


| Redbook to start the officer training 


course of the WAAC. 

Charles L. Saperstein, assistant 
advertising manager of Thomas J. 
Lipton, Inc., Hoboken, N. J., has 
been commissioned a first lieutenant 
in the Army air forces and will re- 
port to Miami Beach, Fla. 


WE ARE OPEN pe 


(Faithful Reproductiou 


i” job is to faithfully reproduce on metal every 
highlight and shadow of the original copy. Regardless of the 
difficulties encountered with late copy ... difficult copy and 
the ever present deadline ... plate quality is always main- 
tained at Wallace-Miller. That's why every day more adver- 
tisers and advertising agencies look to Wallace-Miller for 
quality photo-engravings. You will find that it costs no more 


to have complete photo-engraving satisfaction every time. 


DEFENSE 


BUY WAR BONDS AND STAMPS 


WALLACE-MILLER COMPANY 


PHOTO-ENGRAVERS 
C H I C A G O 


DAY AND NIGHT 


> 


The rates for this department are as follows: 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. 

All other classifications (single insertion rates): % in., $2.75; 1 to 8 in 
$4.75 per inch. _ 


POSITIONS WANTED POSITIONS WANTED 


COPY (words and ideas) on tap. ...|Is there place in small mfg. jirm 
Samples to prove contention that ba-| Magazine, Radio or Agency fo: ao 
sis for effectiveness is experience} 37, 12 yrs. newspapers, 4 yrs n & 
grafted onto taste and some intelli-| sales promotion. Draft exempt 
gence, seasoned by knowledge that! Box 3742, ADVERTISING AGE 


markets are only conglomerations of PRODUCTION MANAGER 


people, plus awareness (earned) that|)45 years exceptional experien: 01 
people, clients and consumers in-| national accounts. Creative abit, 
cluded, are human. : - high type organizer and expe: iter 
Writer, 36, married with one child,| pine record of accomplishment lar 
Virtually draft-exempt because of| ried with dependents. New ir] 
near-sightedness (grounds for rejec-| agency connection desired. Av: ble 
tion in voluntary attempts) wishes| jn Augus 


opportunity to work on interesting 
accounts in greener fields. Experience 
—consumer and industrial copy, radio 
commercials, publicity, solicitations. 
Worth a good salary, but not averse 
to proving it. Employed at present. 
Box 38747, ADVERTISING AGE, Chgo. 


. EDITOR-WRITER 
Young man, married, strong editorial 


a” 

Box 3740, ADVERTISING AGE, Y 
; Advertising Salesman 
Experienced trade paper space es. 
man, also direct mail; capable spe.iker 
Box 3738, ADVERTISING AGE, 12 
eu HELP WANTED _ 
DIRECT MAIL 
ADVERTISING MAN 


background, inc. managing ed. na-| Exceptional opportunity with Ch: ag 
tional mag., now with publicity dept. | organization § for successful | 
large organization. Seeks responsible | Mail Advertising man. Must contr 
editorial, publicity position. Live | good volume of high quality bus ness 
house organ, trade paper preferred. among leading advertisers and be ab) 
sox 38745, ADVERTISING AGE, N, Y,| to manage other salesmen. Com) 
PRODUCTION Man layout and copy service, plus low pr 


available July 


31st: knows every trick and short cut | duction and printing costs as w 


of advertising production: fifteen other profit-increasing  possibi 
years agency, manufacturer experi- 


earnings. Give business history 
erences and average sales volun 
last three years in confidential 1 y 
3746, ADVERTISING AGE, Cig 
COPY WRITER WANTED 
you: (1) experienced in ge) 


ence; shrewd buyer artwork, printing, 
paper, engraving; also does own com- 
prehensive layouts and copy. Age 
married, 3A draft. Locate anywhere. 
Box 3744, ADVERTISING AGE, N. Y. | 
| Experienced writer, trade paper edi- Are 


i 
not normally available, assures b: tter 
é 
f 
) 


29 
Ou, 


Box 


| tor seeks responsible some a and industrial copy and in plat 
| Alert, imaginative. Top’ tetererece, | campaigns, (2) successful in contact. 
Deferred. ing clients, (3) eS a Y 
ox 3742. J "RW PTTI@ING — ’ ° bination copy and account-executiy 
Box 3743, ADVERTISING AGE, N. Y.| jop eeatialy your own busi 
PUBLIC RELATIONS MAN |ness ... with a successful medium. 
AVAILABLE |size, busy Chicago agency, offering 
Who is skilled in interpreting the pol- | unlimited future? If so, write ful 


in confidence 


icy, product and service of a company : 
“| Box 3741, ADVERTISING AGE, Chg 


for the public’s quick grasp and un- 


derstanding. Has written and pro- | WANTED, SIGN AND DISPLAY MEY 
—_— house organs for three large|—Can_ offer exclusive territory or 
|) companies, is a student of labor prob-|commission basis for handling 

lems and labor relations. Knows | highly diversified line of silkscreé 


newspaper practice from actual work 
on large metropolitan. daily. Has 
served successfully with two large 
advertising agencies. University grad- 
uate. Inquiries held strictly confiden- 
| tial. Available 30 days ‘ 

| Box 3749, ADVERTISING AGE. Chgo, 


processed signs and displays in glass 
wood. metal, cardboard, plastic ar 
}composition board. Prefer those a 
}to make own drawings and sket 
| Write. 


Dura-Products Mig. Co. 
Canton, Ohio 


Named Ad Director 


Hillman Periodicals, New York, 
has advanced Sid Kalish from 
Western advertising manager to ad- 
vertising director. Headquarters 
will be in Chicago. Bradshaw 
Thurston, formerly advertising man- 
ager of World Almanac, has been 
oe to the Eastern advertising 
staff. 


Brown Loses Son 


Charles John Brown, 13, on) 
child of Charles B. Brown, manage! 
of NBC’s promotion department 
New York, died July 9, in Alexiar 
|Brothers Hospital, Elizabeth, N. J 
|following an emergency operatio! 
|for appendicitis. 


Petrick Opens Agency 

Jack Petrick, recently resigned 
vice-president of John Falkner 
Arndt Company, Philadelphia, has 
opened his own offices in the Lin- 
coln-Liberty building, Philadelphia, 
with the accounts of M. A. Bruder 
Company, paints and varnishes, and 
Browning - King Company, retailer 
of men’s clothing. 


Craig Joins Briggs 

Boyce Craig has resigned 4 
advertising manager of Ozalid Prod- 
ucts, Johnson City, N. Y., to be 
come advertising and sales promo- 
tion manager of Briggs Clarifie 
Company, Washington, D. C. Th 
change is effective July 27. 


Names Logan & Arnold 


| Logan & Arnold has been namec 
to handle advertising for Germ:in: 
Los Angeles manufacturer and né 
tional distributor of seed and garde! 
supplies. National magazines, [ar 


To Jasper, Lynch 


American Radio Hardware Com- 


pany, New York, has appointed Jas- | papers and direct mail will be use‘ 
ber, oO & Fishel, New York, to aeeeecmasens 
irect advertising for its transmit- * e 
ting and receiving equipment for Degnen to ‘Redbook 
radio and telegraphic communica- Pat Degnen, formerly with Ma 
tions. Institutional copy in  busi-| fadden Publications, New York, hi 
ness papers will be used. been named director of advertisins 
ae make-up for Redbook, New ‘0! 
Miss Degnen succeeds Alice 
Cooper Named Manager who resigned to join the WA 
Tom R. Cooper has been named —_—_——_—— 
|manager of the Seattle office of J. 
Walter Thompson Company. For Tyson Adds Green 
several years he has been in the Ernest S. Green, former!: 
'San Francisco office of the com-)|Certain-teed Products Corp: 
|pany, servicing the Shell Oil Cem- Chicago, has joined O. S. Ty>0! K 
pany account. Co., New York, as copywrite 
ee 
250 W. 1340, Ful) Time 
Sears & Ayer, [teP* 


Local help gise™ 


wsoy 


ILLINOIS? 


Booming industrially and 
agriculturally. Reach a 
big chunk of it through 
the DECATUR station, 


MONTREAL 
TORONTO 


WINNIPEG 


% 4 , be ; Ss ; a 5 4 e a aa * hie h ee a J ee ale ie 5 | e ; ay % ; y we re Sal ac an Oy te 7 i = f « ra Ls se f Ny x ie 4 ied a * z agit Lakes 
+ - 4 cas . : p / fe * 
~“ = ee Pe | 
: pm 
. ' 
} % | — 
ne VEULSUNG ' 
= 
hee 3 | 
ih L 
ae ————————————————————————————— 
“ee > ata a i aman amatamadaalammaee stut 
ae tior 
Ce the 
ta ; 
2 tie wol 
jo, | fair 
“3 Be a per 
virt 
Su-' 
— r the 
4 pe veg 
a yell 
7 mo! 
: * mo: 
— wh 
= prt’ 
ee . - and 
oo 1 
oe inc! 
* fru 
slig 
_ en ton 
Ys ' the 
ae _J1, UU]UUUUUJU CC[[wtw(=#} = .°=}=|.... STEED 
oe ae = 
‘alte S . 
; 2 mo 
a at is stri 
el of 
_ 
ou ‘ tio) 
7 2.6 
- a A qui 
ane Ay > és rs mu 
a i . Ve — Ay ee ¥ ‘ anc 
* pre f° mit 
Py ae ake ae * qui 
ors ee ee At 
ee 5 agg 5 bs : — pel 
ees B 7 
j a 7 % ; © i WA to 
»> % 
ae SY age — , Cle 
ig a y — 9 far 
22 oe a in 
ee ae * 
% | —_—_——— mil 
= So eee 
eet. det 
od | E 
ae aE per 
ie Fo tlor 
: : on 
‘ery 4 one 
a x = ma 
¢ m ‘ >. bs ( 
Pe na | Bs mo 
a ) tio! 
a a be sur 
: 2 * lac 
ig 9 inc 
8 . eac 
ie ae 
xe _ OA 
‘ ee 
on 
rity 4 tec 
se —————— ; 
‘4 ‘ “2 = hem 
a) 
di 4 sek 
Zl a - 
BUY 
, UNITED 
ve . STATES 
siete shy SAVINGS 
S46 i} ONDS 
a v AND STAMPS 
Bis a a 
fall 2 | 
‘ = ‘ 
‘ . a ee 
; 4 ec ns 
ft : GIBBONS KNOWS CANADA | 
a : — 
rf | anc owl 
a 2 ‘ J. J. GIBBONS LIMITED - ADVERTISING AGENTS ° ™ 
Se EG Pi Pi lies whet ; ca _ i, hes * ; , * tye oat gg “eS ths J RES 2 tag re ca : - wa ey “f ea 2 ez, eae ee Ae ee = 9 Sih Zee t tas. ie wg od Me re i % < 
A TI. eins i a a pa 3 Cad % ; 68 ; "x as ae es, a Bh as ak tg age Ee Re gar eae oie g Se oe he wv "Seager yin "Oe: ee vids pe oe a: 4 Sirk 
: + OER Ree a 5 ar aes: hepaae™ Sp a ge RI AS ge ere eating i Ry ce | Wey hi, 627 Seams ae ee #. Mrs een ge oS Ree le 
, ite” gan %, Mice oc % K i - ie he ae . te pads ie a Pe ends galt > 1, baa tee a Sah % Nis 
2.) m ‘= rei fe TF, wey ‘ae Pee oe! pp yak a ae Wt 4 Ry 2 LAP ee ” bn 3 aca ed. tee . Yee ae) ee a Re a, Saag 


~- 


« 
< 


july 20, 1942 


ADVERTISING AGE 


41 


tion in some quarters. 4. Lack of 
enthusiasm for cooking in a small 
percentage of homes. 5. Lack of| 
advance planning of meals (65 per| 
cent of the housewives don’t plan 
their meals and purchases even one 
day ahead). 6. Food likes and dis- 
likes. 7. Individual diet problems. 

More than half of the housewives 
|interviewed (54.1 per cent) ex- 
pressed “great interest” in informa- 
tion about the health and nutri- 


Vitamins Used, but 
Not Understood, 
food Study Shows 


(Continued from Page 1) 


De-pite these negative factors, the | tional value of foods. This interest 
study reports that significant nutri-| ranged from 48 per cent of farm 
tiona! advances have been made in| women to 60.9 per cent in the 
the past two years. ‘larger cities. In general, the better | 

Approximately three out of four! the family income, the more interest | 
women reported no change in their|in nutrition, the report concluded. | 
famiies’ eating habits. But of 27.7|Three-fifths of the families re- 
per cent of the families who re-|ported receiving sufficient nutri- 
ported eating more of certain foods, | tional information, two - fifths 
virtually all are eating more of the| wanted more. 
so-called “protective foods” than | Outstanding factors in meal plan- 
they did two years ago ... more|ning, as ranked by the housewives’ 


vegetables in general, green and|answers to a request for the two 
yellow vegetables in particular . . .|most important factors, were: 

more citrus fruits and fruit juices, 1. What foods women think good 
more milk, more eggs, more whole|for their families, 66 per cent; 2. 
wheat bread, more whole grain| what the family members like, 58.5 
cereals, more vitamin-rich cereals,| per cent; cost of food, 42.9 per cent; 
and more fish. and variety, 28.2 per cent. 


The survey reported a marked Dislikes Negligible 


increase in consumption of citrus| 
fruits and fruit juices, but only a The survey revealed that no food 
slight increase in tomatoes and) Prejudices exist in 62 per cent oy 
tomato juice... a slight decline in| the homes, and that roughly 97 per-| 
the consumption of meat (3.8 per | Sons in every 100 will eat any well-| 
cent of the families reported eating | prepared dish placed before them, 
more meat, 4.1 per cent less), and|@lthough men’s prejudices are 
strikingly inadequate consumption | Stronger than those of women. 
of milk. | Apparently “Popeye” has been a 
. strong nutritional education factor, 
Deficient Milk Consumption because spinach is really quite pop- 
A breakdown of milk consump-. | ular. The negative votes for the 


tion by the 7,806 adults and the| “least-liked” foods were: 
2663 children in the families Seafoods, disliked by 1.8 per cent; 
queried in the survey revealed a/|carrots, 1.5 per cent; spinach, 1.4| 


21.4 per cent deficiency in the opti- | Per cent; turnips, 1.3 per cent; cab- 
mum consumption of milk (1 pint bage, 1.2 per cent; liver, nine-tenths | 
per adult, 1 quart per child daily), of one per cent; and milk, five- 
and a 12.6 per cent deficiency in the| tenths of one per cent. 
minimum daily consumption re-| Reducing and gaining diets are 
quirement of one-half pint per today apparently relatively unim- 
adult and one and one-half pints portant factors in meal planning. | 
per child. In 16.9 per cent of the families, | 
This deficiency was not confined| Some person is overweight, and in | 
to the lower income brackets, for| 16 per cent, some person is under- 
Class A & B (upper income urban! Weight. The survey indicated that 
families) were 16.7 per cent deficient; more Women are underweight and 
in milk consumption, according to| trying to gain than men, and more 
minimum standards, while Class CC} women are overweight and trying | 
& D families were 24.5 per cent, to lose than men. Only 2.9 per cent! 
deficient. of the children were reported over- 
Rural non-farm families were 17.1, Weight, while 7.5 per cent were 
per cent below minimum consump- underweight. 
tion standards, while farm families Vitamins in foods were considered 


while 62 per cent either “didn't 
know” what foods contain vitamin) prepared form. This percentage 
B,, or had never heard of it. | was highest in cities of from 100,000 

Asked “What does this vitamin!to 1,000,000, in which 48 per cent 

do?” in a series of questions to|of the families reported vitamins 
determine their knowledge of the taken in prepared form by at least 
functions of the various nutrients,| one member. 
24.8 per cent correctly defined the Consumption of Vitamins A and D 
functions of Vitamin B,. Just 10.6)in cod liver oil and other liquid 
per cent knew the use of Vitamin forms was a heavy factor in this 
A, and 10 per cent were correct) figure, however, for 49.2 per cent 
in defining the function of Vita-|of all the boys and 37.4 per cent 
min C. Only 86 per cent knew of all the girls reported taking vita- 
the function of Vitamin D, while mins were users of A and D. Adults, 
Vitamin B., G or riboflavin was cor-|on the other hand, were large users 
rectly interpreted by eight-tenths of | of the B-Complex and B, concen- 
one per cent. | trates. 

There was some confusion as to The consumption for the principal 
nicotinic acid (since named niacin).| combinations was divided 25.6 per 
While 50 per cent of the house-|cent for the A-D combination; 13.3 
wives interviewed in an early sam-| per cent for B-Complex; 7.6 for B,: 
ple of 1,012 families had “never| 68 for the A, B, D, G combination; 
heard of it,” 19.9 per cent reported | 5.5 for A, B-Complex, C and D: and 
it “a vitamin found in certain | 4.5 for D. 
foods,” 18.2 per cent “something a 
found in tobacco,” 4.1 per cent, “a/ ° ° 
kind of drug,” and 0.4 per cent, «a | Forbids Premium Wrapper 
stain remover.” The Milwaukee oe — 

has adopted an ordinance, effective 
Concentrates Widely Used | Sept. 4 which forbids the use of 
The extent of the market for vita- premium wrappers on foods or con- 
min concentrates was revealed in |fections, such as ego pra — 
1,967 interviews in which the ques- which are subject to quick spoilage. 
: Premium covers on such food prod- 
tion, “Do any members of your ucts as breakfast cereals, which are 
family take vitamins in prepared | enclosed in a bag within a box are 
form?” was asked. At least one|exempt from the provisions of the 
member of 28.2 per cent of the fam-| ordinance. 


ilies reported taking vitamins in 


To Yankee Service 


Connecticut Heat and Fuel Com- 
pany, New Haven, has appointed 
Yankee Writing Service, Guilford, 
Conn., to handle its advertising. 


Heinz Uses Outdoor 
‘For Summer Campaign 


As strong support for its summer- 
time sales and promotion campaign 
\for ketchup and mustard, H. 
Heinz Company has increased its 
outdoor billboard advertising to the 
largest coast-to-coast schedule in 
the company’s history. 
| On 24-sheet boards, the current 
|displays feature a typical, healthy, 
hungry, freckle-faced American boy 
pouring ketchup on a hot dog. On 
three-sheet boards located near the 
points of sale, the same boy is dis- 
played dabbing mustard on a hot 
dog. Smaller posters carrying out 
the same theme are employed as 
store pieces. 


To Jones & Laughlin 


H. E. Robinson, formerly vice- 
president in charge of sales of Otis 
Steel Corporation, Cleveland, has 
been appointed manager of the 
strip-sheet sales department of 
Jones & Laughlin Steel Corporation, 
Pittsburgh. He succeeds A. J. Haz- 
lett, who has been named assistant 
general sales manager. 


Now! AN INDEX to 


Here is one way to tell i 


on the whole consumed one-half of important by 57.5 per cent of the 
one per cent more than the esti- housewives interviewed and ap- 
mated minimum requirements. proximately 66 per cent in cities 
Of all the families interviewed, | OVer 100,000 population. 
6.8 per cent said they are using The majority of women 
more milk than two years ago. how to cop tigen mages 
yroper cooking, the survey r ts. 
Ne Genevel Pautng lof ‘eens interviewed, 88 per cent) 
No single reason for poor nutri-| Know what food nutrients can best) 
tion stood out, according to the pe retained by cooking with the| 
summary of the report, aside from smallest amount of water possible. | 
lack of purchasing power in lower Only a small minority of the house- | 
income levels. Restraining factors,| wives) ranging from 13 per cent| 
each relatively minor when taken! gown to three per cent, still add 
singly, included: : ; soda in cooking certain vegetables. | 
1. Lack of general information Hazy on Functions 
on nutrition. 2. Scarcity of non- eatin te 
technical information on foods. 3. Few women could identi y Une 
Lack of interest in health and nutri- functions of the various vitamins, | 


| 
| 
| 


know | 


VERSATILE ADVERTISING 
MAN 
Available 30 days 


20 years experience as copy and contact 
man with two large advertising agencies 
and as advertising manager for large man- | 
ufacturer. Created and produced a vari- 
ety of campaigns: foods, home appliances, 
industrials. University graduate, married, 
one child, good health, cheerful, optimistic 
disposition. Inquiries held confidential. 
Box 3748, Advertising Age, Chicago. 


asm your advertising can g 


siasm thermometers at the 


their dealers this question: 


Welty 


on rourr MIDWEST 
FARM ADVERTISING 


Shows 6 to 1 preference 
for Midwest Farm Papers 


n ADVANCE the enthusi- 
enerate among dealers in 


the big midwestern farm market. The dealer-enthu- 


left show the result of a 


check-up made by 40 leading wholesalers—who asked 


“In what farm publication do you personally prefer 

to see advertising for the merchandise you sell?" 
Of the 6,680 dealers responding, 71.4% voted EXCLU- 
SIVELY for advertising in the Midwest Farm Papers 
—against 12.1% for all other farm papers COMBINED. 
The answer is so unmistakable that we give, below, 
the exact result in each field: 


THE EXACT 
RESULT IN 
EACH FIELD 


79.5% OF 
GROCERS 


75.6% oF 


HARDWARE 
DEALERS 


68.8% OF 


AUTO SUPPLY 
DEALERS 


FETT PTET] TTT TTT) TTT TTT AT TT ATTA TTLATTTRTTTLT L 
Vrvveleceeloceetenseleccetecoetoveeloeeteceeteccedsentecsebensedoveedeceeleceateqsateoselecestiosel 


72.2% oF 
DRUGGISTS 


70.7 Sor 


DRY GOODS 
DEALERS 


60.9 %or 


LUMBER 
DEALERS 


69.O0%or 


FARM IMPLE- 
MENT DEALERS | 


77 8% oF 


HATCHERY AND 
FEED DEALERS 


WALIGAES [AneerR 
Note what this difference in dealer support can mean to ow q— Aebae 
you—if you are using Midwest Farm Papers, and your (tr y | ee ota 
competition is using some other medium. You are rea- ) = y SA a 
¥ . 
sonably sure of an advantage at least 6 to 1, because your PA «.. \3 
dealers themselves say so. Ko 0 wes. Ve AS 
° ° * . \ ‘3 * 5 
Write for free copies of this complete investigation. WW ~~ oe AT 
Address any of the offices listed below. ASK | 
* A nd °F, . . 


A Spat e J A Gee” * vee y 4 he, oe t. e - Mae ae ee : Bie w et 4 ane et = é mf 0 ep ‘ 
; pe 
a | ete 
eat 
! ee 
Pe 
| Ps 
— +4 fg « 
= o: 
nd a 
ne we “— 
Db. om 
— hi me e - 
m, . 
a Pay 
: 
& < 
oY . 3 
a 
ty 7" 
ar. ES i 
mt ee - 
, hg Be 
7 mi 4 Wy 
eae 
es. a" “? 
.OT ; eg a 
ihe 
ne ApS 
12( ee 
Y e mts a 
ble -_ 
: ee * . 
bine : . 
ef. ‘ £ 
far * By 
tiv ate i 
im- pas 
hg M Je ae 
1EX @ Za 
OY ” Bee ae 
co ty 
a! oe es 
ab t 9 F ee 
he As! 
Se 
only eae 
age! SRE 
it i oer 
Sg 8 Pie 
e ee = 
ee : figlia 
4 eae 
4 es ee eae 
me 
be- we 
ym0o- gg : 
rifier ee 
The i, a 
ae 
eS 
, ae 
d % 
mec i “ 
in’s os 
| na- “ex 
rden & . eg 
farn . | ae 
ise : | ee. 
: ; 
jae. 
Vac- | . 
hé 
ark 217 
ber d 
PREFER 
NATL 
oe ee ee me: 
n & : zit, = 3 
en a ee : os \ 
Time: . ; 
eps i 
en. a ee 
Y ' 
nn 
| 
ah 
il | se 
an = veer ee mee SE TSS EVES SE Tk mE awyG EEE we et 
| CHICAGO-6 N. Michigan NEW YORK-250 Park Ave. DETROIT-New Center Bidg. SAN FRANCISCO-Russ Bidg. i 
e. ci Pa = eas : Yo ae a Se 9 3 ‘ eo. : 
ges aise ds Ts ee PT, Mee 2 a cae ee oe r : noah =e Py Me a as re ak 2 PA a oy : ae eee * Poe A ee p Ca diet tae Sls rtd : Neate tt ; 
Peta oo a ead I ta Na Ig et Gn ann, Sn re 2 ee nae ope e, Siee oy eee ea Ln! at oe i co 
Ss ee, ae ray glares, CAA ae ay a Ea 2 ; . SG: Hanns ea? de ge PTY pk RT oy. She Oe 4 ie ere Se 13 Sada ¢ Coe a Wh sak) Pee ais < e ina 
rs He oy Loge a, ee % ie - Ke ps iE ee ees ee ag re ee , Re uit os eS See Pe Pere Neos Pes bree ipa ey so, ae a2, cS Nae : : ee . 
er a eS, eee eA i ; eff , 5 33, Mea Se i tate “Rete Be ky OM RM Ni Mt ; 
eae a Aer et ‘ole & Pee Bs whe + ¥ 2 ee aot ¥: P oe 7 Dee nies C'S nurs sre i Ke . ch, A “e 5 “* Ee ; Fs, 


42 ADVERTISING AGE July 20, 1942 


2 _— 


HE: I see by the papers that you ladies are expected to produce 50 billion 
eggs this year. That’s 14 billion more than last year. Think our industry 
is up to it? 

sHe: You exhibit an appalling ignorance of our history, sire. Why, you 
probably don’t even know which came first—the chicken or the egg! 


HE: Oh-er-awk — 


sHe: The answer is neither. The health of the chicken came first and 
still does. For instance—you’ve heard me talk of Harriet. Poor dear, they 
called her Hock-Hobbler when she was a chick, 


HE: Oh, you mean that great great aunt of yours on your great 
great great great grandfather’s side, fourteen times removed, 
the one who— 


sue: Yes, the one with rickets, and you simply can’t get anywhere 
in life if you have rickets, my dear. Well, Aunt Harriet was cured 
by sun-baths. Scientists had just discovered that rickets was 
caused by deficiency of Vitamin D and that the ultra-violet rays 
of the sun stirred up a substance in the chick that formed 

Vitamin D and banished rickets. 


pl 


HE: I remember now! Aunt Harriet lived to be the biggest producer in Dripwater County. 
sue: Eggsackly' Because she— 
HE: But my little biddy, how are you going to give sun-baths to every chick in the U. S.? 


sHe: Don’t be a cluck! Sunshine is only a moderate source of Vitamin D. We're a lot better 
off today when Vitamin D is mixed right into our feed. It not only prevents rickets; it helps to 
produce more eggs and make them “‘more hatchable’’—if you know what I mean. 


HE: A-ha! So that’s what — 


sue: As I was about to say, for a long time our feed was fortified with Vitamin D by means 
of certain fish oils. But scientists, like some other individuals I could mention, are never 
satisfied. They know that with the chicken population rising (nearly a billion chickens raised 
annually and on farms!) they had to discover a new source of Vitamin D so plentiful and 
economical that every bird in the land could have enough! 


He: A billion chickens in this country. Oh boy! Wait’ll I tell Horace, 
the High Cockalorum of that Rhode Island Red bunch down the road. 


sue: Keep your mind on the subject, sire! Well, in 1930, chemists of 
E. 1. du Pont de Nemours & Company began to experiment with the 
irradiation of certain sterols with ultra-violet light to produce Vitamin D. ‘4 


HE: How'd they come out? 


sHe: /t took them years to perfect the process. And then they had the job of finding an 

inexhaustible supply of raw materials right here in America. When that was done, the é 
Vitamin D problem was licked. Du Pont’s ‘‘D-Activated Animal Sterol— Vitamin D” is ? 
trademarked “‘Delsterol”’. But they still had the job of telling poultrymen and feed a 
manufacturers about this dry Vitamin D that’s mixed into the feed. 


He: “Delsterol’’? I'll bet that’s what we've been getting 
in the chow lately. Wonder where the boss heard about it? 


sue: Jn the same place, I presume, that everybody else did—in 
Country Gentleman. The first advertisement appeared in the 
November 1941 issue*. They're talking about it everywhere. 


He: You sure know your history, my fine-feathered consort! 
Thanks to “Delsterol,”’ expansion of our industry ought to be 
no trick at all. 


a Se. 


sue: Right! What's 50 billion eggs—now! 


HE: Come on, woman, let’s eat! 


*Since then, ‘Delsterol” advertising has appeared in every issue of 


Country Gentleman, the only general farm publication used 


COUNTRY GENTLEMAN pa. 


NATIONAL SPOKESMAN FOR AGRICULTURE 
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KELLOGG ADDS BIT TO CONSERVATION DRIVE 


SHOP | 


WITH A 


» BASKET 


Ta ‘ @ \ 
R BIT FOR VICTORY | 


¥ 
oh a p 
cae + ef 
a ee 
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A timely message to shoppers is included in this new poster, designed by Zip- 


prodt, Inc., for the Kellogg Co. It is in full color, and was designed for use 
inside the store. 


NEW PRODUCT DISPLAY REVIEWED 


Executives of the Kolynos Co. discuss a display piece at a recent sales meeting 

which served to introduce a new product—Kolynos toothpowder. An extensive 

advertising campaign, using all four networks and monthly insertions in Collier's, 

Good Housekeeping and Life, will break this month. Left to right: William E. 

Malone, Jr., advertising manager; H. W. Blades, vice-president; and Robert T. 
Myers, sales manager. 


POSTERS HELP TO MAINTAIN MORALE 


BC CONE oe 


Paella 
Geb PO's Damen Feces 


These two examples of morale-building posters used in Britain show the famous 

Fire Bomb Fritz" design used successfully during the blitz on London. and « 

Russian poster designed to pep up workers’ output in war factories. (Story on 
Page 24.) 


AGENCY MAN GIVEN REAL SENDOFF 


Ph T. Coenen made his adieus after being commissioned a lieutenant in the 


Things were festive indeed at the Alley & Richards office in Boston when partner 


. = air forces. Hugh Bovington of A & R snapped this shot of the assembled 
*riners: G. W. B. Hartwell, Lt. Coenen, Ernest V. Alley and Hal R. MacNamee. 


PHOTO- 
GRAPHIC 


YO WEED YOUR RADIO WOW- 
LET MS REEP 17 WORKING! 


WE USE AND RECOMMEND 


SYLVAVIA RADIO TUBES 


Hygrade Sylvania Corp. has taken the 

civilian defense theme, ‘On the Alert,’ 

to dramatize the wartime functions of 

the radio serviceman in this window 
display. 


ADMAN IN ACTION 


—E7"— 

—i 

— 
. 


Sporting his new corporal's chevrons, S. S. 

Barnard, who used to be promotion man- 

ager of Outdoor Life, broadcasts an 

Independence Day salute over Station 

KALB, Alexandria, La. The program, 

produced by Corp. Barnard, originated 
in Camp Beauregard. 


“GOING OVER" NETS ANOTHER BATCH OF SCRAP 


—." 


es 
‘eee 


—— 


More than 640 pounds of rubber, gathered in a “second time over’ drive, was 

contributed by NBC and Blue Network employes in Hollywood. Checking over 

the pile here are Ed Barker, NBC sales representative; Henry Maas, NBC sales 

traffic manager; George Miller, merchandising manager, Richfield Oil Company, 

which collected the scrap; John Wald, the Richfield reporter; G. K. Breitenstein, 

president of Hixson-O'Donnell, Richfield agency; and Sidney N. Strotz, Western 
vice-president of NBC. 


FORD DEALERS DEVELOP POSTER SERIES 


“4 


THIS WAR 


4 


R wo 


——— 


This is one of a series of ten posters contributed by Ford dealers of Michigan 

and Ohio and distributed to war material plants as their inspirational effort to 

aid in stepping up factory production. The posters, 36 x 28 inches, printed in 

two-tone water color, were conceived and produced under the direction of 

Maxon, Inc. An interesting part of them is the line that appears at the very 

bottom: "Distributed by Dearborn branch Ford dealers. Approved by U. A. W. 
C. |. O. labor-management committee.” 


Central Motor Freight Association is making sure that the importance of the trucking industry isn't overlooked by anyone 
in its operating area by telling the industry's story in dramatic fashion on back and sides of its huge trailers. 
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EXECUTIVE HOUSEKEEPERS 


War Pr 


| Government has taken over certain pri- 
vate institutions for war purposes. These include hotels, hos- 
pitals, restaurants, schools, colleges, office buildings, estates, 
clubs and other types of institutions. Operating personnel 
have been forced to seek new connections. 


INSTITUTIONS Magazine is giving all possible assistance 
to these individuals in their efforts to find new jobs . . 
individuals who include managers, executive housekeepers, 
dietitians, superintendents, chef -stewards, chief engineers 
and other institutional executives. This service is being car- 
ried on without charge to these individuals. 


The clearness with which INSTITUTIONS Magazine has 
recognized this major need on the part of the institutional 
field, and the speed with which we have done something 
effective about it, is characteristic of all of the services of IN- 
STITUTIONS Magazine . . . services which have built and 
which will continue to build (both in war-time and in peace- 
time) a reader acceptance and response which is vital to all 
who sell products to the institutional field. 


The readers whom INSTITUTIONS Magazine is helping to 
find jobs, are those who have specified and purchased mass 
feeding and mass housing products in their old jobs. They 
are the ones who will specify and purchase mass feeding and 
mass housing products in their new jobs. They are those who 


yblem 
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a e11OFOINTENDENTS 


NEW EDITORIAL SERVIC 


... Free Job Placement for Readers 


specify and purchase your products. They are available to 
you through INSTITUTIONS Magazine. 


ee fact that the Government has taken these 
institutions has a second and special significance for you as 
a manufacturer serving the institutional field. The hotels 
taken over are being crowded to two and three times the 
capacity for which they were designed. Hospitals, many 
already with waiting lists, will continue to be taxed to capac- 
ity. The basic functions of these institutions, even though 
they are in the Government service, are still that of mass 
feeding and mass housing. Manufacturers serving the insti- 
tutional field, have an exceptional opportunity to assist mili- 
tary and civilian personnel in the solution of their problems. 


INSTITUTIONS Magazine, through its regular peace-time 
circulation, plus its coverage of those directly associated with 
war, provides manufacturers with the only publication having 
the readership so necessary in meeting today's conditions. 


INSTITUTIONS Magazine is specializing in aiding manu- 
facturers, as well as readers, in solving the problems facing 
them. Consult your advertising agency which is a specialist 
in adapting special solutions to your special problems . . 


or write to INSTITUTIONS Magazine. 
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FOR THE DURATION 
OF THE WAR 


In addition to its regular circulation, IN- 
STITUTIONS Magazine is being sent, 
without charge to the following: 


Quartermasters in the Army ® Supply 
Officers in the Navy ® Post Quarter- 
masters in the Marines ® Purchasing 
Officers of the U. S. Maritime Commis- 
sion ® Purchasing Engineers of Procure- 
ment Offices ® Superintendents of Vet- 
erans' Hospitals ® Purchasing Agents 
for Bomber Plants © Managers of Indus- 
trial Cafeterias © Operators of Army 
Post Exchanges ® Military Schools * 
and others who are charged with tie 
responsibility of feeding and housing 
the millions of individuals directly ©- 


gaged in the war effort. 
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